143 Albany St., Oept. DM-41, Cambridge, Mase. 

} Please send me information about the cost-saving VA, 

Eliott Addressing System suited to my size mating 

Type of Business. ....... 

heart every Elliott System. 

th ds of clean impressions. 


Find out how a modern Elliott Addressing System canheip im x 
you use the malig to make selective sales calls on thousands 
of prospects simultaneously ~ inéxpensively — any day — 
anywhere you choose. Curious profit seekers will be re- 
warded for sending in the coupon. 


MANUFACTURERS OF. ELLIOTT ADDRESSING 
MACHINES AND DATA IMPRINTING SYSTEMS 


& 
We 


this is all you throw away 


... the strip zipped from a 
pack of ODIN® mimeo, du- 
plicator or bond finish pa- 
per. “Zip” and the pack’s a 
re-usable pouch — saving 
paper, shelf space, re-wrap- 
ping. ODIN® runs right; in 
quiet-white and readable 
colors. For samples, write 
or wire 


BERGSTROM PAPER COMPANY 


NEENAH, WISCONSIN 
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ACCEPT THIS 


typical monthly issue of the 


CLIP BOOK 
OF LINE ART 


as a Bonus Gift along with 
a Trial Subscription 


H CLIP BOOK OF LINE ART: 


ANNOUNCING 


SHE 


THREE CLIP BOOKS — 32 one-side 
5x8” pages—20 ready-to-paste proofs of 
“Sales” situations—14 art proofs of 
“Crowds” walking, cheering, etc. — 18 
“Announcers,” newsboys, town criers 


EASY! CLIP & PASTE 


these art proofs just like type proofs! 
Quality art improves low-budget paste- 
ups. Saves time and money in the bar- 
gain! Three brand new “Clip Books”— 
32 “Kromekote” pages with dozens 
of line drawings—released every month. 
Realistic, light humor, stylized, decora- 
tive art for offset, letterpress, silk screen 
printing. Also three 5x8 card indexes 
and 16-page “how-to” booklet each 
month. Only pennies a day—no extra 
reproduction fees. Typical issue, above, 
yours as a gift when you subscribe. 
Cancel anytime. Or return everything 
after 10-day examination without cost. 


10 DAY FREE TRIAL! 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 3, NEW JERSEY 


Enter our subscription to the “Clip Book of 
Line Art” starting with the current monthly 
issue—and send us Sales, Crowds and An- 
nouncing as our bonus gift. | understand 
that we may stop service at any time, just 
by notifying you. Or that we may return 
everything within 10 days without cost or 
obligation. 


C) BILL QUARTERLY @ $23.85 
( ANNUALLY @ $71.40 


SIGN 


Please sign your name above, clip and attach to 
purchase order, letterhead or business card. 
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CUmberland 3-4394 


CUTS YOUR COSTS AGAIN 


(saves you time as well as money) 


NOW all your answer cards are printed and cut to 
3” x 5” size . . . to fit standard file card cabinets! 


Your returns, leads, orders, inquirier — by the hun- 
dreds, by the thousands — can now be filed directly 
with your other prospect-customer cards, No need to 
trim the returned card. No need to retype the informa- 
file for future. action. 


Postage Stamp 
Necessary 


if Mailed in the 
United States 


BUSINESS REPL Men 


FIRST CLASS PERMIT NO- wEW NOY. 


~200 HUDSON STREET 


NEW YORK 13, N Y. 


(Place standard size Ajo card here — fits reply card exactly) 


You owe it to yourself to test Ansa-Letter on your 
next mailing! 

For free folio containing sample Ansa-Letters and 
detailed price schedule, write on your letterhead 
to Mel Berlin, S/P/M. 


DIVISION OF LATHAM PROCESS CORP. 


200 HUDSON STREET 
N.Y. 13, N.Y. WOrth 6-4500 


Now England Regional Oitice — West Hartiord, Conn. 
“ere. hs © South-West Regional Ottice — Oklahoma City, Okla. 
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OCCUPANT 
239 4th St. 
Columbus 15, Ohio 


INSIDE 
OCCUPANT MAIL 


QUESTION: HOW CAN MANUFAC. 
TURERS BENEFIT FROM OCCUPANT 
MAIL ADVERTISING? 


ANSWER: A coordinated effort to gain 


volume is the most effective way we know. 


Many manufacturers of products with 
general appeal have sought a method 
whereby they can effectively advertise 
directly to the consumer. There are too 
many plans which effectively solve this 
problem to outline them all in this col- 
umn. However, all the plans work on one 
basic idea. “The manufacturer coordinates 
the advertising efforts of outlets into one 
advertising campaign, to the effect that 


each retailer is able to participate in the 


promotion for a much smaller investment 
than would be possible on an individual 
basis.” 


One paint manufacturer did it this way: 
After consulting with OMLA’'s experts, he 
designed a mailer built on a promotional 
theme which could be used by each of his 
20 retailers. A mailing for each store aver- | 
aged 8,000 pieces, total, 160,000 pieces. 


FACTS: The manufacturer could not 
justify producing and mailing 160,000 
pieces. The retailer could not afford to 
produce an effective mailing piece and 
mail it to his 8,000-home trading area. 
The retailer could afford to make mail- 
ings, but had little left for production of 
the mailing piece. The cost of producing 
1000 mailing pieces is reduced by approx- 
imately 66% when purchased in quanti- 
ties of 160,000 as opposed to 8.000. 


CONCLUSIONS: Each of the retailers 
could pool resources with the manufac- 
turer and make one mass mailing to the 
entire city, thereby covering each retailer's 
trading area more effectively than the re- 
tailer would have covered it himself. (In 
this case, the cost to each retailer finally 
worked out to be $14.00 per thousand 
plus $25.00 postage, an average of 
$312.00 per retailer. The manufacturer's 
cost was $460.00.) 


RESULTS: Even though the manufac- 
turer divided the mailing into four groups 
mailed at different times, it completely 
depleted his paint supply each time. Re- 
tailers were so enthused with results that 
coordinated mailings have become a reg- 
ular practice. 


Dig into this idea and I am sure you 
can evolve many ways of spreading costs 
around till they become downright at- 
tractive. And dig into Will Storing’s book 
“How to Think About Occupant Mail 
Advertising”, you'll find it just as reward- 
ing. Send for your FREE copy. 


Les Cullman, president 


OMLA_ 


OCCUPANT MAILING LISTS OF AMERICA INC 


239 N. Fourth St., Columbus 15, Ohio | 
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EXPLANATION FOR NEW 
READERS: These Short Notes reveal 
some of the best ideas or interesting news 
items which cross our desks each month. 
They are not necessarily related or in any 
definite sequence. Notice the check blocks 
at the start of each note. The idea is to 
read this department with pen or pencil 
in hand. Check the items on which you 
want to do something, like writing for a 
sample, an offered booklet, for more in- 
formation, or filing the idea away for 
possible future use. If you do that, you 
will get more than your money’s worth 
out of your investment in The Reporter 

[) HOPE SOME OF YOU READ the 
article in March 1961 issue of Harper's 
Magazine (pages 64 to 68). It was written 
by San Francisco advertising man, How- 
ard Gossage, president of Weiner and 
Gossage Advertising Agency. It is part 
of a book, “The Deadly Arts,” to be 
published next fall by Macmillan. It dis- 
cusses the use of magic by advertising 
designers. Some of it’ sounds like our 
own Bus Reed, who has often discussed 
the problems of advertising a product 
which is little different from that of 
competitors. So the smart copywriter 
uses the techniques of the occult in build- 
ing up a favorable image of benefits by 
association with pleasant things. Too 
complicated to describe here. Read it 
in Harper's or get a tear sheet from 
Stuart Harris, publicity director, Harper's 
Magazine, 49 E. 33rd St., New York 16, 
N. Y. 


(] APPLAUSE FOR a newspaper col- 
umnist! We have often slapped back at 
newspaper columnists who have criticized 
or degraded direct mail, but Reporter 
reader, Claude Martin of Parlee Com- 
pany in Indianapolis, found a critical 
reporter who has really helped direct 
mail. He is Charles Vaughan, business 
editor of The Indianapolis News, who 
on February 21, 1961 wrote a_ semi- 
humorous report on how many ways he 
and his newspaper is addressed and how 
many years out-of-date some of the 


We welcome your direct mail ideas and news items for this department. 
Send all material to Short Notes Department, The Reporter of 
4-7th St., Garden City, N. Y. 
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addresses are. Some of the people being 
addressed at The News have been dead 
for more than 20 years. Mr. Vaughan 
included in his report a rule which every 
direct mail person in the country should 
have printed in big letters on a card and 
hung beside the desk. He wrote: “There 
is a fairly safe rule one can adopt toward 
mail: Its uselessness increases in direct 
ratio to its errors.” To that we say Amen. 
And see Scuttlebutt for March 1961 for 
our report on the duplications in financial 
and business services appeals. 


eee 
[) ONE OF THE BEST EXPLANA- 
TIONS of the Problems of Income Tax 
came in a timely 28-page, 6” x 9” book- 
let from Business Week, 330 W. 42nd St., 
New York 36, N. Y. titled “1040 & 
Fight.” Booklet contains excerpts from 
the Personal Business Department of 
Business Week. The explanations are 
interestingly written in non-legal and 
non-governmental language. A few car- 
toon illustrations have been added “to 
help keep your morale high during the 
fray.” Booklet is worth having . . . par- 
ticularly for figuring allowable executive 
deductions. If you'd like a copy of the 
Business Week booklet. write to C. C. 
Randolph, advertising director. Incident- 
ally, final date for income tax this year 
is April 17th (since April 1Sth falls on 
Saturday). 

eee 
[] THE AGE OF SPEED: Some of you 
decrepit oldtimers may remember the 
early days of direct mail when a first- 
class typist could be expected to turn out 
about 1,000 addressed envelopes a day. 
Well . . . the A. B. Dick Company of 
Chicago just recently successfully com- 
pleted an installation of two high-speed 
electronic address-label printing systems 
for Time, Inc., making possible the 
conversion of a massive subscriber data 
file to magnetic tape, and the printing 
of more than 260,000 labels per hour. 
For an eight-hour day, that means 
slightly over two million addressed labels. 
And the machines require only two 
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“WUehoose. helps you multiply color effects! 


OFFSET 


When you choose Nekoosa Offset, you can choose from 


9 beautiful pastel colors (and white, of course). Opportunities for unusual 
color-on-color printing combinations are almost unlimited. And, in addi- 


tion, Nekoosa Offset offers a wide choice of weights and special finishes. 


NEKOOSA-EDWARDS PAPER COMPANY, PORT EDWARDS, WISCONSIN 
MILLS AT PORT EDWARDS AND NEKOOSA, WISCONSIN, AND POTSDAM, NEW YORK 


Offset / Valium Finish / Basis 70 
16; 
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female operators to change tapes and 
handle the label output. The system of 
translating digitally coded information 
from magnetic tape to alphanumeric 
printing signals is too complicated to 
describe here. If you want more informa- 
tion on the subject write to A. B. Dick 
Company, 5700 W. Touhy Ave., Chicago 
48, Ill. The present equipment is installed 
in Time, Inc.'s Chicago office and will 
handle more than ten million address 
labels per week for Time, Life, Fortune 
and Sports Illustrated. Plenty of unused 
potentials to handle future subscribers on 
the moon. 

IN SPITE OF RECESSION BLUES 

. Ernest Trotter, editor of Printing 
Magazine, published an optimistic fore- 
cast for the graphic arts business in 1961. 
And the forecast just might come true 

. since most businesses tend to use 
more printed salesmanship in a period of 
tough selling. The Printing Magazine 
report has now been reprinted in an 
eight-page, 84%” x 11” format. If you 
would like to see a copy, write to the 
editor at Walden, Sons & Mott, Inc., 466 
Kinderkamack Road, Oradell, N. J. 


[) CONCERNING PREDICTIONS .. . 
while many mail order houses have been 
singing the blues, we are pleased with a 
report received from Arthur Bauer, who 
operates his mail order business under 
the name of Arthur Bauer's Plantation, 
Waterboro, S. C. He sent us a copy of 
his catalog. 37,000 of them were mailed 
the last Christmas season, advertising his 
“Fabulous Foods From the Deep South.” 
He says his returns were much better 
than those of the 1959 Christmas season. 
He thinks he would have had a 30% 
increase but “business firms were kinda 
running scared.” He is certain that 1961 
will be a banner year for him. 


[] WE ALSO LIKE THE FORMAT 
used by Union Underwear Co., Inc., 350 
Fifth Ave., New York 1, N. Y., to tell 
department and men’s stores about the 
1961 advertising plans for Fruit of the 
Loom underwear. The 20-page, 744” x 
8” stitched booklet, but with simulated 
spiral binding, pretended to be a 1961 
date book. Some of the pages «arried ex- 
planatory copy on the 1961 national 
advertising of Fruit of the Loom men’s 
and boy’s underwear. Twelve of the 
pages carried a large calendar indicating 
what kind of advertising would be carried 
in that particular month, and in what 
magazines, and how the stores should tie 
in with the national advertising on what 
particular days. The back of the date 


APRIL, 1961 


book contains information on the local 
advertising illustrations and mats avail- 
able. Well done. 


[]) ANOTHER ATTRACTIVE BOOK- 
LET arriving this past month came from 
Arthur and Gladys Hayden who operate 
Teela-Wooket, the horseback camps for 
girls at Roxbury, Vt. The 44-page, 82” 
x 11” report (or catalog) is a beautifully 
printed job. Illustrations of the activities 
of the junior, middle and senior girls 
are excellent. For information about the 
camps, you can write to Mr. and Mrs. 
Hayden at Box 156, Wellesley Hills, 


Mass. 


[]) ENJOYED READING the 60-page, 
8%” x 11” Report of Progress from 
The Menninger Foundation, Topeka, 
Kansas. In case you don’t know, The 
Menninger Foundation was founded in 
1919 for the study and development of 
the then relatively little known subject 
of psychiatry . . . and for the treatment 
of children needing psychiatric attention. 
The book was beautifully laid out, litho- 
graphed and illustrated by McCormick- 
Armstrong Co., Inc., Wichita, Kansas. 
Worth having in your idea file for its 
information and for an excelient speci- 
men of the best in graphic arts. 


Jad 

[) DIRECT MAIL IS BEING used to 
effectively follow up a premium offer 
printed on the back of a pretzel package. 
Customers send one trademark from a 
Bachman (Reading, Pa.) pretzel box or 
bag along with a dollar to Bachman’'s 
Record Club. This is actually Tops Rec- 
ords, 418 Lafayette Street, N. Y. 3, 
N. Y., who then send 33% r.p.m. record 
to the customer. Inserted with the record 
is an 842” x 11” sheet showing the entire 
line of 26 records available from the club. 
Each of these is made available for $1.00 
and a trademark. This follow-up prompts 
the recipient to add to his collection by 
buying more Bachman products and send- 
ing trademarks for more records. The 
reverse side of the direct mail sheet shows 
all eleven Bachman products giving added 
advertising value to the promotion. 


[]) THE ERA OF THE PAPERBACK 
magazine is passing. Soon the 110 Ib. 
coated cover will be laid to rest in the 
great graveyard in the sky along with 
buggy whips, cylindrical recordings, the 
quill pen and the I¢ third class postage 
rate. Taking a cue from the success of 
American Heritage and Horizon, two 
new hardcover “quality” magazines have 
come upon the scene. One, The American 
Gun, has been publishing for about a 


ENVELOPES 
CAN MAKE A 
DIFFERENCE 


If you're like most people you 
get an irresistible urge to pull 
the tab on Tension’s new “Sim- 
Pull” envelope—newest open- 
ing idea for 3rd ciass mail. 
Gets ‘em to the message. 


A pull of the tab and out comes 
a “teaser” message. 

Get sure, quick openings for 
your 3rd class mail. Tension’s 
“Sim-Pull" envelopes perform 
perfectly on automatic insert- 
ers. Plenty of room for adver- 
tising or merchandising space, 
too. Available in standard sizes 
—and economical, too. 


MAIL COUPON TODAY 
FOR FREE SAMPLES. 


TENSION ENVELOPE CORP. 
Kansas City St. Louis Ft. Worth Memphis 
Minneapolis Des Moines So. Hackensack 


Tension Envelope Corp. 
Campbell at 19th St., Kansas City 8, Mo. 
Please send me kit of the new Tension 
Sim-Pull Envelopes. 


Name... 


Firm Name. = 


Address 
done___ State 
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NOW.--YOU CAN'T. 
"AFFORD TO BE 
WITHOUT THE 


IBM 
EXECUTIVE 


Electric PSM Typewriter 


@ 100% Factory Rebuilt 
@ Tremendous Savings 
® Looks and Performs like new 


® One year service con- 
tract by the IBM Corp. 
Delivered “like new" from factory 
in Sealed Carton. Upon receipt of 
machine an IBM service engineer 
will breok the seal and INSTALL 
ond INSTRUCT you as to its use. 
You will also receive a full 1 year 
maintenance contract from the 
1BM Corp., which includes quor- 
terly inspections, cleanings and 
oll other mechanical service. 

World's lorgest selec- 
tion of rebuilt office 

machines . . . write for 
free 24 page illustrated 
catalog. 


WOrh 2-3200 


Looking For 
LETTERSHOP SERVICES! 


Refer to The Direct Mail Direc- 
tory under Mail Advertising 


Services on page 56 | 


year. The latest entry, Music, will deliver 
its first issue this April. There is no indi- 
cation that this latest bookazine, pub- 
lished bi-monthly, will carry advertising. 
The subscription price will be $15.00 for 
the year, or $3.50 single copy price. 
Whether this trend can successfully con- 
tinue is unknown. Elimination of adver- 
tising does away with the headaches of 
space selling, auditing, advertising pro- 
motion, plate handling, and many facets 
of production. Publisher makes his 
money on subscription price alone. But 
how many hard-cover books can the 
well-off reading populace absorb? It 
will be interesting to watch developments 
in this new field of publishing. 


(-] FIRST PRIZE in the business papers 
category of the 1961 Merit Awards Con- 
test of the Advertising Club of Spring- 
field, Mass., went to Rising Paper Com- 
pany, Housatonic, Mass., for a sepia and 
pastel blue Marque insert. Judges in- 
cluded Otto Storch, AD, McCall's maga- 
zine, and Jack Coan of the Boston Globe, 
formerly with McCann Erickson. 


[] CUTE TWIST used by Ansa-Letter in 
a recent promotion letter, tenderly 
headed a “love letter.” Tipped on red 
felt heart was not on the letterhead, 
but on the outside envelope next to the 
window. The heart is not bulky nor 
clumsy, and adds a provocative touch to 
the otherwise plain envelope. But we 
wonder what the automation addicts 


think of it? 


[) NOTE RECEIVED by the Miami 
office of TV Guide magazine: “Dear 
Sirs: My TV Guide has been arriving 
three to four days late. And don’t tell 
me to see my postmaster. I am the post- 
master.” Signed M. B. Jones. (We 
spotted this one in The Wolf Magazine 
of Letters, published by The Wolf En- 
velope Co., 1750 E. 23rd St., Cleveland 1, 
Ohio.) 

[) A MINK COAT was an integral part 
of a sales incentive mailing from Lion 
Match Co., 11-49 44th Road, L. IL. C., 
N. Y., to wives of their salesmen. Head- 
line on the four-page folder read “Is 
there a mink in your future?” Next to 
the copyline, an illustration of a woman 
with a die-cut oval hole where her torso 
should be. Showing through from the 
page below, a swatch of genuine mink. 
Copy inside wished wife and her husband 
good luck in Lion’s Prize Point Contest— 
hinted that successful husband might buy 
her a mink coat. Less than 100 of these 
folders were prepared at a unit cost of 


less than 50¢. The mink scraps cost S¢ 
each, though Lion’s s.p.m. Shell Alpert 
suspects they overpaid a little. Piece was 
printed in one color, by offset, and it 
was mailed with commemorative 4¢ 


stamps. 


[] GOOD ST. VALENTINES DAY 
PROMOTION which you might file away 
until next year. Electrical Merchandising 
Week prepared a special gift box of 
“message” candy hearts. The box was, of 
course, the appropriate red shaped heart. 
Each piece of candy was imprinted with 
a small message such as “More dealers 
buy and read EM Week,” or “Departmen 


Stores and Utilities Love EM Week.” 
The candy box, in which was also en- 
closed a 24 page leaflet describing the 
lifelong romance between EM Week and 
the appliance business, was mailed to 
2500 appliance, TV, radio and house- 
wares’ officials. The candy, leaflet and 
box were packed by The Howard B. 
Stark Co., Milwaukee confectioners. 


[) SIX SCHOLARSHIPS have been 
awarded by New York's Hundred Million 
Club to employees of member companies. 
The six will attend workshops at NYU’s 
Division of General Education and Ex- 
tension Services. Registered for the 
General Workshop are Robert Baker 
(Harper & Bros.), Jordan Loewenstein 
(Accredited Mailing Lists), Maria Totaro 
(Planned Circulation) and Nancy Powell 
(O. E. MclIntyre, Inc.). Attending the 
Mail Order Workshop are Gail Marie 
Delaney (Research Institute of America) 
and Kathleen O’Shaugnessy (Catholic 
Digest). Students were selected by the 
club’s Educational Committee. 


17) 


[] LOOKING FOR FOSSILS and relics? 
Robert Waters, 27 Ridge Road, Emerson, 
New Jersey, can supply Indian arrow- 
heads and fossil teeth to advertisers 
looking for an interesting gadget or pre- 
mium. He can supply up to 3000 weekly 
on the arrowheads and up to 6000 weekly 
on fossil teeth. In addition he can supply 
butterflies in cellophane envelopes up to 
3,000,000 yearly. Bob didn’t include any 
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DELIVERIES? Use a’ sturdy Hammermill 
Graphicopy carton to deliver the pieces 
your office prints on fast-running Graphi- 


copy Papers. Ask your Hammermill por 
man for Graphicopy cartons, full ones. CG 


How can 
you re-use 


this sturdy 


STORAGE? Many Hammermill! Graphi- 
copy customers use this handsome carton 
is after the paper is gone. The flip-top lid 
opens easily, closes snugly, keeps out 
dust, protects contents from damage. 


FILE? The carton makes an 
excellent file. It’s just the 
right size to take most file 
folders, many other office 
odds and ends. Meanwhile, 
don’t overlook the best 
reason for collecting these 
cartons—the cut-size 
Graphicopy Paper inside. 


THE BIG REASON for collecting Graphicopy cartons is inside—Hammermill Graphicopy Papers. 
These 82 x 11 and 8¥2 x 14 and larger papers are made for printing, duplicating and office 
use. They’re made right to run right on your equipment. Ask your nearby Hammermill supplier 
to introduce you to Graphicopy Papers. Hammermill Paper Company, Erie 6, Pennsylvania. 
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Model No. 6 is 


without 


additional cost. 


for SAFETY — 
where needed; 


but also 


it. Write us for 
ture. 


NATI 


BUNDLE 


CUT YOUR 
MAILING 


CosTs! 
WITH THE 


This portable table SAXMAYER 


to tie letter mail—also designed 
for general purpose tying of bun- 
dies in any sequence up to 6” high 
adjustments. 
legs and casters available at a small 


All SAXMAYER tyers are noted 


working parts are interchangeable; 
not only attractive in appearance 
EFFICIENT 
matic, speedy, firm, non-slip ties, 
economical in twine and time. Let 
us prove it on our trial basis. 


Whatever your tying problem, there 
is a SAXMAYER model to meet 


DEPT. M 


Blissfield, 


MODEL 
No. 6 


espevially adapted 


Adjustable 


t tic r 1 
SIMPLICITY — all 


— fully auto- 


details and litera- 


ONAL 
TYER CO. 
Michigan 


BIG RUN 
CATALOG 
PROBLEM ? 


Carey can solve it— 
speedily, colorfully 
and economically. Our 
roll-fed printing and 
unique paper facili- 
ties, plus round-the- 
clock operation, easily 
meet your deadline and 
budget requirements. 
Call Arthur Friedman, 
Sales Manager, 


CHickering 4-1000 


CAREY PRESS 


price schedule, so if interested you'll 
have to find out from him what the going 
rates are. 

[) MOVING NOTICE: The famous 
Bettmann Archive has moved to new 
quarters at 136 E. S7th St., New York 
22, N. Y. The original Bettmann Archive 
was brought to the United States in 1935 
by its founder, Mr. Otto L. Bettmann. 
It now has more than a million historical 
illustrations in a 35-year accumulation 
of prints, photographs and books. It has 
become one of the fixtures of the United 
States publishing, advertising and graphic 
arts community. Particularly at anniver- 
sary times, business organizations have 
found the Bettmann Archive invaluable 
in furnishing old-fashioned illustrations. 


eee 


[) NINE OUT OF TEN men’s wear 
stores use direct mail, according to a 
survey report released at the annual 
convention of the National Association 
of Retail Clothiers and Furnishers. Sur- 
vey was conducted last year among 400 
stores by the Young Men's Group of the 
association. “Increasing costs of other 
forms of advertising are focusing the 
attention of men’s store management 
toward direct mail,” said Roy G. Sheldon, 
Sheldon Lasky Co., Dallas, chairman of 


the group. 
| 
eee 


[ WE WONDER WHAT RESULTS 
will be obtained by a recent 24-page, 
7” x 8%” booklet published by the West 
Africa Development Corp. and World 
Mutual Exchange, Inc., 203 W. 138th 
St.. New York City. Its title: “West 
Africa ... A Land of Investment Oppor- 
tunities.” The copy must have been 


written before the present upheavals in | 


the Congo and other parts of Africa. 
But if you want to know more about the 
possibilities in that area of the world. . . 
better write for a copy. Incidentally, the 
World Mutual Exchange, Inc., is also the 
publisher of “American Negro Reference 
Guide.” 
— 


() MANY PEOPLE have made a hobby 
or a practice of sending clippings to 
friends or prospects whose name appears 
in newspapers or magazines with some 
sort of congratulations or appropriate 
comment. But Fred Gymer (2123 E. 
Ninth St., Cleveland 15, Ohio), the 
Better Motto man, has a slightly dif- 
ferent slant. He has an 82” x 3%” four- 
page folder. On the front page within a 
black border appears the wording, “Never 
brood about what the newspaper says 
about you .. .” Fred pastes the clipping 
on the second page inside. On the third 
page is a continuation of the quote from 


THE REPORTER OF DIRECT MAIL ADVERTISING 


the cover, which was originally written 
and spoken by comedian W. C. Fields, 
and which in part reads, “Tomorrow, 
thousands of packages of garbage will 
be wrapped in it . . .” Fred’s name and 
address, and trademark (Parade Horse 
Joe), appear on the bottom of the fourth 
page. It’s a good attention-getter. 


[ SHAME ON SOMEBODY out in 
California for developing a bigoted, divi- 
sive campaign. The somebody is sup- 
posedly in the direct mail business and 
his new pet organization is called “Natural 
Born American,” located in Room 204, 
112 Market St., San Francisco 11, Calif. 
The originator is promoting the use of 
stickers urging, “Be a Good American 


Be a Good American 
JOIN THE A 
Natural Born American 
112 Market & Reom 204 
CALIF 


. Join the Natural Born American 
(address follows.)” Members are urged 
to stamp out foreign graft by voting for 
solid natural born Americans for all pub- 
lic offices. Such screwball thinking ignores 
the fact that none of us would be Ameri- 
cans but for the fact that our relatives, 
one, two or more generations ago, im- 
migrated here from another country. 

ee 
[) WE LIKE A 16-page, 8%” x 11” 
booklet supplied to its agents by Acacia 
Mutual Life Insurance Co. of Washing- 
ton, D. C. It's titled: “Acacia’s Direct 
Mail Service How, Why, When, 
Where?” A darn fine down-to-earth de- 
scription of direct mail; how the sales- 
men can order Acacia’s pre-planned, 
pre-approach letters; how to build lists; 
how to follow up on inquiries. This 
booklet is for company distribution only, 
but if you know an Acacia representa- 
tive, he might show you his copy. 


[) THERE IS A WONDERFUL world 
ahead . . . with more gadgets, that is. 
We saw in a recent issue of Alcoa Alu- 
minum News-Letter, published by Alumi- 
num Company of America, Pittsburgh 
19, Pa., that someone has now designed 
a convertible mower. After the lawn 
has been cut, the owner simply removes 
the mower and attaches to it a sturdy 
propeller. Just that quickly, the unit be- 
comes a dependable four-cycle, air- 
cooled outboard motor for propelling 
even a heavily loaded 14-foot boat. They 
are now being manufactured by Ameri- 
can Chain & Cable Co., Inc., Exeter, 
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“On my honor, I will do my best...” 
Solemnly you had recited the Scout 
Oath (stumbling only once), received 
your Tenderfoot badge — and earned 
the right to wear the official uniform. 

And as you adjusted the bright ker- 
chief, you were suddenly transformed 
into a proud knight. You stood fearless- 
ly, ready to lend a compassionate hand. 
Correct an injustice. Even save a life! 

Wonderful youth! Romantic ideals! 
You've exchanged them now for ma- 
turity and accomplishment. But pride 
remains, as shining as ever. In your 
printing. Your craftsmanship. 

Pride. We share it with you. Because 
good printing begins with good papers. 
And that’s the only kind we make. 


ALTLAN TIC 
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‘INE PAPERS 
FINE 
EASTERN FINE PAPER AND PULP DIVISION 


STANDARD PACKAGING CORP., BANGOR, ME. 


= ‘Ste 

$63 


This is Atlantic Offset’s 
new fluorescent white 


-a graphic demonstration 
of how it can spark your printing 


Make your own check list of the qualities you'd like to 


see In a superior offset paper. Compare that list with the 


qualities you get in Atlantic Offset. You'll be amazed at 


how closely they match. 
Atlantic Offset gives you everything you need for 


better-looking work at top press speeds. For example: 


OO A fluorescent white that seems to give type, illus- 


trations and colors a whole new dimension. 


A well-closed surface for real ink economy. 


0 Uniform bulk and caliper. High dimensional 


stability. Quick drying properties. 


e No fuzz. No lint. You get sparkling halftones. 


Cleanet type. 


‘a Excellent opacity for printing two sides. 


This explains why printers find Atlantic Offset ideal 


for everything from booklets to broadsides, catalogs to 


college yearbooks. Or any job that requiresa bright white, 


easy-to-print offset paper. 


Atlantic Offset comes in eight sizes and five weights. 


Regular and Vellum finishes. Ask your Eastern Franchised 


Merchant for samples. Or write us direct. 


KASTERN FINE PAPERS 


EASTERN FINE PAPER AND PULP DIVISION « STANDARD PACKAGING CORPORATION «¢ BANGOR, ME 
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Pa. Another unusual aluminum gadget 
is an adjustable pool floor now being 
manufactured by Safety Pool Lift, Inc.. 
25 W. 21st St., Hialeah, Fla. Pool own- 
ers (if they have money enough) can 
have this electrically-propelled floor in- 
stalled in their present pool. With the 
push of a button, the entire floor can 
be lifted either horizontally or slanted 
If children are around, the height of 
the water can be of wading depth. When 
the pool is not being used, the floor can 
be at coping level, fine for shuffleboard, 
dancing or what have you. There is a 
control lock to eliminate accidental or 
unauthorized operation. 


[] TARNATION! In spite of all our 
warnings about extravagance in postage 

. some companies are still acting silly. 
Last month we received sample of an 
industrial two-page bulletin to dealers 
with a single-page order form attached, 
mailed unfolded, first-class in’ an extra 
heavy 10” x 13” maniia envelope. Postage 
by meter indicia was 12¢. Could have 
been mailed first-class in a #10 envelope 
for 4¢. What's the big idea? 


[) CONCERNING RETAIL DIRECT 
MAIL ... we enjoyed going over an old 
file of direct mail pieces issued by Stanley 
Motta Ltd. (distributors and retailers of 
radio, electrical and photographic 
products), 109 Harbour St., Kingston, 
Jamaica, B.W.I. They were sent to us 
by Bryan Melville, advertising manager. 
Although the pieces would not be labeled 
as graphic arts masterpieces by Ameri- 
can standards . . . it is really inspiring to 
see how these folks do an A-B-C job 
with direct mail. Some or most of the 
pieces are obviously home manufactured 
on an office mimeograph, ditto or multi- 
lith machine. But they all seem to give 
down-to-earth descriptions of the new 
products available and the service of- 
fered by the Stanley Motta organization. 
Simple, continuous campaigns like these 
should be shown at retailers’ conventions 
to show that results can be achieved by 
simple methods. It’s not altogether neces- 
sary to be elaborate and expensive. 


-] WE ALWAYS ENJOY hearing from 
Edward Torrance of the Torrance Co., 
242 Eleanor St., Kalamazoo, Mich. He 
is a manufacturing chemist and has had 
quite a success in furnishing special cus- 
tom-tailored formulas to older doctors. 
When some of the big pharmaceutical 
houses discontinue a product, which some 
of the older doctors have been using for 
20 or 30 years, these doctors like to 
continue with something they know what 
the reactions will be even though the 
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new products may be slightly better. So 
the Torrance Company becomes the 
center for furnishing discontinued items. 
Most of the contacts between Torrance 
and the doctors are through double postal 
cards. Very simple-looking compared 
with the elaborate direct mail pieces 
produced by the big pharmaceutical 
houses. But the postal cards work nicely. 
One unique feature of the Torrance 
cards: At the bottom of each new card 
is a two-line humorous item set in italics 
and labeled, “Our tranquilizer.” One re- 
cent card ended, “A pregnant woman 
asked the labor relations board whether 
there was any labor laws covering her 
condition.” Another “tranquilizer” read: 
“We just heard the one about the kanga- 
roo who went to the psychiatrist because 
he was not jumpy.” 
eee 

(1) “MEN AND METAL” was the title 
of a brochure issued a number of years 
ago by the Albion Malleable Iron Co., 
Albion, Mich. We praised its production. 
Because of many subsequent changes, the 
company thought it was necessary to re- 
vise and reissue the brochure. The new 
24-page, 942” x 12%” production is even 
better than the previously praised one. 
The dramatic pictures illustrate what the 
company does, and the kind of charac- 
ters engaged in the operation. It’s a beau- 
tiful industrial public relations job and 
deserves a place in the library of out- 
standing graphic arts achievements. 


[1] ANOTHER FOLDER deserving a 
place in your idea file is a pocket-type 
brochure released by Henry McGrew 
Printing, Inc., 1615 Grand Ave., Kansas 
City 8, Mo. Describes full-color produc- 
tion and there are some superlative 
examples of full-color printing inserted 
in the pocket. Includes a iot of valuable 
price information on various sizes. 


JJ] 


[] WARNING! If you try to use fra- 
grance in a direct mail piece . . . be sure 
the ultimate odor is pleasant. A recent 
“fragrant” piece reached us from a nurs- 
ery organization . . . but something must 
have gone wrong when the prefume was 
added to the ink. The smell coming out 
of the envelope was actually revolting. 

eee 
[] HOW TO MARK YOUR MAIL for 
Better Mail Service is the subject of a 
handsome self-mailer being sent out by 
The Davis Press Inc., 44 Portland St., 
Worcester 8, Massachusetts. Folder shows 
what markings you may use on your 
letters or packages, where it should be 
placed on the mailing side, and fees 
involved when you mark a package for 
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@ get 
your FREE 


“a 4 color process — adds depth” 


Creation and production service can 
bring you full color direct mail and 
advertising materia!s at surprisingly 
low cost — often lower than an 
ordinary two color job. 


dealer aids 
CURT TEICH & CO., Inc. 


1733 W. Irving Pk. Rd., CHICAGO 


28 WAYS 
TO GET 
MORE 

INQUIRIES 


“28 Ways to Get More Inquiries From Your 
Advertising” is one of the NEW chapters in 
the 1961 revised and enlarged edition (just 
off press) of the famous book TESTED AD- 
VERTISING METHODS by John Caples, 
vice president of BBDO Ad Agency. This 
big 5,000-word chapter shows you tested 
methods used by nationally-known adver- 
tisers to get more inquiries, coupons, mail 
order sales, booklet requests, sample re- 
quests, telephone calls, and sales leads from 
newspaper ads, magazine ads, direct mail 
letters and broadcast commercials. If you 
want immediate ACTION from your ads 
and want to MULTIPLY response, this 
chapter is worth entire price of k. Your 
money back if you don't agree. 


Three other NEW chapters are: 1. How to 
Put Enthusiasm into Ad Copy; 2. How to 
Make Small Ads Pay; 3. 17 ays to Test 
Your Ads. “This book tells results of six 
million dollars spent in testing advertise- 
ments,” says Business Week. The 1961 edi- 
tion has 18 chapters, 302 pages and 79 NEW 
illustrations. Tear out this ad and send it 
with your name and address for 10 days’ 
FREE examination. Then send $6.95 plus a 
few cents mailing charges or return book 
without obligation. SA ... If you check 


here ( ) and enclose payment, we pay 
mailing charges. Your money back in 16 
days if you are not delighted. Address: 


Harper & Bros., 51 East 33rd St., New York 
16, N. Y. 4404-E. 
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POWDERLESS ETCHING 
4 COLOR PROCESS 
BLACK AND WHITE 

ZINC AND COPPER 


West 28th St., New York 


MURRAY HILL 9-8585 


YOU'LL 
NEVER 
KNOW 


. whether we can help you im- 
prove the results you're getting 
from your direct advertising un- 
less you inquire. 


The Buckley Organization, Inc. 
2106 Phila. National Bank Bidg. 
Philadelphia 7, Pa. LOcust 3-0180 


Now serving such clients as 1BM Electric 
Typewriter Div. ©) IBM Data Processing Div 
3 18M World Trade Corp. © Mosier Safe 
Company © Service Bureau Corp Farm 
Journal CO Lummis &Co.(Div. of U.S. Tobacco) 
}PurexCorp. DuPont Lippincott Co 
© Hastings & Co. Inc 


unusual handling. If you're not up on 
your ABC’s on this phase of mailing, you 
ought to send for a copy. It’s attrac- 
tively printed and produced. 


[) THE HOUSE MAGAZINE ot the 
Magnus Chemical Company, P.O. Box 7 
Garwood, New Jersey, arrives in an 
interesting mailing package. The slim 
(8 page) “Magnews” is folded in thirds 
and inserted between the folds of a 
double postcard. The card is sealed to- 
gether on the open end by a 242¢ stamp 
One portion of this double card, facing 
inwards during mailing, is a business 
reply card, with room for the recipient to 
order one or more of Magnus’ products, 
or to request information. A gogd way ot 
promoting higher reader response. 

C) “HOW DO YOU MEASURE UP on 
Postal Know-How?” is the title of a 
new 16-page, 842” x 11” booklet avail- 
able free from Pitney-Bowes, Inc., Stam- 
ford, Conn. (manufacturers of postage 
meters). Filled with a number of inter- 
esting yes or no quizzes which you or 
your mailroom personnel should be re 
quired to answer 100° correctly (or 
else). Also has many “did you know 
that” descriptions of postal problems. 
There are, in addition, valuable tips 
about cutting costs and speeding up the 


mail. 


LJ) SMALL OR MEDIUM-SIZED 
PRINTERS without offset equipment 
could certainly profit by the “Headliner” 
equipment offered by the VariTyper 
Corporation, 720 Frelinghuysen Ave., 
Newark 12, N. J. The “Headliner” photo 
composes display type. There is now 
available a complete range of all the 
fonts used in social printing, from wed- 
ding text to engraved Roman, from script 
styles to copperplate Gothics. You can 
get complete information about the Copy 
Prep Kits by writing to the company 


} A FUNDRAISING EFFORT employ- 
ing a questionable format came to our 
attention recently. Was mailed by a re- 
spected foundation. Top of the letter 
featured an aluminum coin-disc espe- 
cially prepared for the foundation. It 
was scotchtaped on by hand. The com- 
bination letter-folder was a four-page 
sheet printed in two colors. Included in 
the package was another two color folder 
plus a gummed sheet of various house- 
hold labels, all marked in very small type 
with a plea for the work of the founda- 
tion. A reply envelope (stamp required) 
was enclosed. Aside from the advisability 
of including two premiums (coin and 
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labels) which have not been asked for 
by the prospective donor, the apparent 
expense of preparing the mailing exposes 
the foundation to the current criticism 
of charitable organizations spending too 
much of their working capital on promo- 
tion. We sincerely hope this mailing is 
working, for it’s a worthy cause. But we 
also hope that excessive costs don’t make 
them the goat for a Congressional sniper 
bent on exposing the fundraising game. 


}) A SERIES OF EIGHT -prints, litho- 
graphed on gold foil, will be mailed out 
by Bryant Press Inc., 52 East 19th Street, 
N. Y. 3, N. Y., to celebrate their 49th 
anniversary. The eight prints, handsomely 
mounted in eggshell finish frames with 
transparent overlays will be mailed to a 
list of 2000 printing buyers of national 
advertisers, ad agencies, and magazines 
The first “goldprint” depicts San Fran- 
cisco Harbor in 1849 showing docks 
jammed with shipping and more clippers 
arriving from their voyage around the 
horn. Combined with the illustration is 
a Sailing notice of the Susan Fearing, a 
famous clipper ship that sailed between 
New York and San Francisco. The gold 
rush theme will be carried out in the 
other seven prints and we look forward 
to seeing them. Incidentally, free copies 
are available by writing Bryant on your 
business letterhead. 

eee 

} ACCORDING TO GP, The Canadian 
Medical Association has recommended 
that the Canadian Pharmaceutical Asso- 
ciation take steps among its members to 
curtail or eliminate direct mail advertis- 
ing, saying it has reached the point where 
it is nothing more than a nuisance. Quite 
a suggestion, but why stop there? Why 
not have the chemical houses stop pro- 
moting to the drug manufacturers? Then 
the natives who beat the bushes and dig 
in the ground for the raw drugs can relax 
and take it easy. At this point the witch 
doctors can take over where they left off 
a few hundred years ago before the 
education of doctors, before the invention 
and discovery of new drugs, and before 
the pharmaceutical houses (among 
others) kept the doctor constantly in- 
formed about the latest in modern 


medicine 

~) IS THE REPORTER on your mailing 
list to receive samples of all your direct 
mail promotions? It should be because 
you may give us an idea to pass along to 
others in Short Notes Department or 
in a feature. It is best to list us twice: 
Send one copy to 224 Seventh St., Garden 
City, L.I., N.Y., and another one to 3 
Bluff View Dr., Clearwater, Florida. ¢ 
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.. you come out on top both ways 


with BAGLE-A TROJAN BOND 


Specify Eagle-A Trojan Bond to win new heights of excel- 
lence in your printing. With this great group of 25% 
cotton fiber bond papers you get extra quality without 
paying a premium price. Ideal for letterpress, lithography, 
die stamping, raised printing . . . for business stationery 
with matching envelopes, direct mail . . . for every job 
that calls for fine appearance and good printing. For a 
sample portfolio, write Dept. DT 


TROJAN BOND COCKLE FINISH * TROJAN BOND OPAQUE 
TROJAN LAID + TROJAN BOND SMOOTH VELLUM 


American Writing Paper Corporation, Holyoke, Mass. 
Makers of Eagle-A Coupon Bond and Other Fine Eagle-A Papers 


PA ERS AP ERS 1 
For more creative 


Even infrequent mailers need a Phillipsburg Inserter 


How much is convenience worth to you? It makes sense to automate 
your mailing operations with a Phillipsburg Inserter when automa- 
tion costs you less. Here’s a machine that can reduce mailing costs, 
eliminate costly errors while paying for itself. On the spot, the 
Phillipsburg provides you with all the conveniences of a modern, 
mechanized mailing department. And convenience—translated into 
time, labor and materials—is something profits are made of. You 
too, can now reach your customers at a moment’s notice, without 
disrupting your office or plant routine. And a mailing deadline, 
promptly met, is a measure of your service. 

Write for complete information on automated mailing 


The Phillipsburg gathers, nests, inserts, 
opens and seals envelopes, prints postal 
indicia, counts and stacks up to 6,000 
pieces per hour. 


FINER PRODUCTS THROUGH IMAGINATION 


Bell & Howell Company 
PHILLIPSBURG INSERTERS 


14 East Jackson Boulevard 
R461 
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Merchandising at 


REDBOOK 


* A Bonus for the Advertiser 


HE vay | called on Rick Sham- 
broom, Merchandising Manager at 
Redbook, he had 32 different adver- 
tising projects on his calendar. What 
were these projects? They ranged 
from simple black and white counter 
cards to elaborate dimensional direct 
mail programs, all aimed at helping 
Redbook’s advertisers sell more prod- 
ucts. 

For those of you who are un- 
familiar with magazine merchandis- 
ing, a word of explanation. Many 
magazines, among them Redbook, 
want to help their advertisers imple- 
ment the selling job done in their 
pages. A magazine ad can inform, 
interest, and excite the customer, but 
there are other people included in 
the chain distribution that produces 
the final sale. Therefore, to help the 
advertisers, magazines offer to “mer- 
chandise” their space advertising 
through p. o. p. displays. direct mail 
to dealers, retailers and distributors. 
or reprints. The cost of this mer- 
chandising, in total or in part, is 
assumed by the magazine. 

Merchandising as an extra service 
of magazines came into being after 
WW II and really began to flourish 
in the early 50°s. Perhaps competi- 
tion from television for the advertis- 
ing dollar prompted its inception. 
Now most magazines with large cir- 
culation figures offer the advertiser 
some form of merchandising. 

Policy, of course. varies from mag- 
azine to magaizne. Some publications 
use what Rick Shambroom calls 
“automatics.” This is particularly 
true of the larger mass magazines. 
An “automatic” means simply that 
an advertiser once in an issue, is 
automatically entitled to a specified 
amount of merchandising aids. 

In his approach to a problem he 
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by Peter S. Fisher, Managing Editor 


tries to think of himself as the sales 
manager of, say Betty Crocker. Put- 
ting himself into that position, he 
tries to determine what he would 
need, and what would be most effec- 
tive for prompting either consumer 
purchases or increased dealer enthu- 
siasm. All advertisers qualify for 
merchandising, whether on contract 
or not, and regardless of the size of 
ad taken. All they have to do is re- 
quest it. 

Rick’s staff consists of himself and 
his assistant, Paul Koreta, a creative 
copywriter assigned to his depart- 
ment. He also shares a staff of three 
artists with the promotion depart- 
ment, and among them, they create 
almost all of the merchandising aids 
that emanate from Redbook. They do 
not have an agency to help them. 
Most printing jobs are small, and 
are handled by several local printers. 

What sort of p. o. p. displays and 
direct mail pieces does Redbook 
create? In two words, all types. 

For the Her Majesty Company, 
manufacturer of children’s petticoats. 
for example. Rick designed a kite. 
which was then manufactured exclu- 
sively for the advertiser by a Mid- 
western kite company. Idea stemmed 
from the ad (as most of Rick’s ideas 
do). Copy in ad read, “If strings 
were attached to Her Majesty’s petti- 
coats, they'd fly like kites.” Redbook 
supplied 1,000 of these kites to the 
company plus a short note which 
went along with it explaining about 
Her Majesty's ad schedules and who 
was seeing the advertising. Kite was 
mailed to store buyers. The president 
of the company, in town for a buyer's 
convention, displayed the kite plus 
two other recent promotions, and re- 
ported to Rick Shambroom that busi- 
ness and attendance were up 25% 


This cupcake, while it may look 
good enough to eat, is made of 
a plaster substance. A cork disc 
pasted to the bottom shows that 
this is a creation of Redbook’s 
merchandising staff, especially 
prepared for Betty Crocker’s 
Foods. 


over last year’s meeting. 

For Haig and Haig, Redbook 
produced an all-purpose p. o. p. 
display which was sent to Haig & 
Haig salesmen. They took it into 
leading liquor dealers. As a follow- 
up the company wrote to 25 dealers 
to ask what they thought of the un- 
usual piece. Twenty-two wrote back 
and said it was extremely effective. 
(Redbook offered 1,800. Haig & Haig 
liked it well enough to buy another 
2.200. ) 

The actual mailing of pieces is 
handled either by Redbook, or sup- 
plied to the advertiser for him to 
distribute. Each situation differs. 
Many advertisers’ customer and pros- 
pect lists are in the house at Redbook 
if they are asked to actually mail 
the pieces. In this case, the magazine 
will bill the advertiser for postage. 


Girl in a Picture Frame 


For Bobbi Home Permanents, the 
Redbook team devised a photo plus 
picture frame format which was sent 
to a list of 50 top prospects. The girl 
in the photo was the same one that 
had appeared in the Bobbi ad_ in 
Redbook. On the photo was a hand- 
written inscription to the prospect, 
ending with the request to remove 
the back of the frame. When back 
was pulled down it showed the Bobbi 
ad schedule, and why Redbook was 
a top spot to advertise. Removable 
part of the frame carried the legend 
in gold, “Compliments of Bobbi and 
Redbook.” and since it’s assumed 
that all of the 50 kept the frame for 
their own personal photos (frame is 
worth $10) it serves as a permanent 
reminder of the two, 

A twist on an oft-used idea helped 
create a clever mailer for Ipana. We 
have mentioned before the gimmick 
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of sending recipient one cufflink or 


one earring. and informing prospect 
that the sales rep would call with the 
mate. In this case, Rick designed a 
mailer with one cufflink, the “tragic” 
half of the Mask of Tragedy theatri- 
cal symbols. On the back of the link, 
engraved in small letters was the 
caption, “I still get tooth decay.” 
When the salesman called he brought 
the dealer the happy Comedy cufflink 
with the inscription on the back “I 
use Ipana, as advertised in Redbook.” 

Advertisers need not be large to 
get merchandising help from Red- 
book. Dr, Scholl's Footpads for in- 
stance, requested help. They are not 
a large advertiser space-wise, but are 
consistently in the magazines pages 
every month. Research figures showed 
that supermarkets are a good outlet 
for this product, but that the fuli 
potential had not yet been explored. 
Supermarket units to sell Dr. Scholl's 
footpads do not lend themselves to 
a p. o. p. display, so something else 
had to be devised. The Redbook 
group hit on a clever 914” x 4” card 
with a photo of human toes at the 
top. Pasted onto one toe was a Dr 
Scholl corn pad, next to it, the printed 
legend, “See Footnote.” At the bot- 
tom of the card was the copyliner: 
“Foot Remedy Sales in Supermar- 


kets: 360,240,000 a year! To get your 
share. put a .”’ On reverse, copy 
told manager to put a Dr. Scholl 
unit in the store, and went on to 
explain how this product was being 
advertised in leading magazines. 
Redbook doesn’t hesitate to list all 
(or most) of the magazines that an 
advertiser is using, even though thes 
may be so-called competitors for the 
advertisers’ dollar. The primary pur- 
pose of these pieces is to fully de- 
scribe the advertising program the 
manufacturer is using to support 
retail sales, and showing all media 
efforts is essential to this description. 
Good merchandising can also be a 
consideration in increasing ad sched- 
ules. While Rick Shambroom is 
quick to argue that advertisers are 
buying Redbook’s 345 million young 
married readers and not merchandis- 
ing, nevertheless effective merchan- 
dising is a factor. Taylor Wines, for 
example, ran 1 page several years 
ago. Each year they have increased 
their schedule and this year will run 
6 pages. The first piece prepared for 
Taylor by Redbook was a_ simple 
direct mail piece to dealers with an 
actual Taylor Champagne label tipped 
on which could be lifted to read the 
copy message. The year Taylor ran 
four pages. Rick devised a four part 


if 
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mailing resembling four oversized 
playing cards. Each of the “aces” 
featured a Taylor ad as it appeared 
in Redbook along with clever copy. 
The mailing included the previous 
cards and added one new one each 
time. This year, Taylor will run six 
ads, and Rick is working on a six- 
parter, again each part reprinting 
one ad, Theme here will be to enclose 
with each mailer some food delicacy 
eaten with wine, such as nuts, cheese 
etc. 

There are hundreds of other ex- 
amples. Rick’s filing cabinets are 
filled with years of merchandising 
pieces prepared for advertisers. Some 
of them are pictured on these pages. 
Almost all of them are exciting. eye- 
catching and, according to feedback 
from advertisers, very effective. 


Budget is Very Flexible 


The most obvious question of all 
sprang to mind. How much, I asked 
Rick, does all this cost Redbook? 
Do you have a budget? 

“Because we start from an adver- 
tiser’s need and then work to a mer- 
chandising idea, we do not think in 
terms of dollars at the initial stages,” 
Rick said. “However, we do have to 
curb our enthusiasm at this point 
when it becomes too costly for our 
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company. This point is related to the 
size of the advertising investment in 
Redbook and is a very small per- 
centage of it. This is our rough guide 
. . . and each merchandising request 
is viewed in the light of its own 
circumstances.” 

What happens, I asked. if an ad- 
vertiser wants more than Redbook 
can afford to give? 

“In that case,” Rick said, “we 
have to tell him it’s impossible to 
supply him with what he wants. We 
will offer him alternative solutions 
which we feel will be just as effec- 
tive, but more realistic in price. Or 
we will offer to produce what he 
wants, give him a portion of it with 
our compliments, and bill him at 
cost for the balance. These two alter- 
natives seem to work out well, and 
as far as we know, we haven't lost 
an advertiser yet over any misunder- 
standing about merchandising.” 

Rick Shambroom and Redbook’s 
efforts have not gone unnoticed. In 
the past three years, they have won 
two awards from the American In- 
stitute of Graphic Arts for their out- 
standing promotion pieces. But the 
greatest award, of course, is the con- 
tinued effectiveness, attested to by 
advertisers, of his department’s mer- 
chandising efforts. e 
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REPORTER’S NOTE: Rick Shambroom is a one- 
man ad agency with dozens of accounts, which 
he may service monthly, bi-monthly, or per- 
haps only yearly. As Merchandising Manager 
of Redbook, he and his small staff are charged 
with the responsibility of creating direct mail 
and point of purchase materials for advertisers, 
each piece to bear prominently, or unobtrusive- 
ly, the legend “As advertised in Redbook.” 
Rick started at Redbook over four years ago, 
and two years ago became manager of the 
Merchandising Department. Prior to Redbook, 
he worked for several years at Street & Smith, 
handling merchandising for Living For Young 
Homemokers. 


Right, another piece prepared for Betty Crock- 
er Foods. This folder was a joint effort among 
Redbook and several other magazines in which 
Betty Crocker places its advertising. A silver 
pie knife was taped to each of the folders. 
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of Direct Mail 


A Close Look at 
Cahners’ Publishing Company’s 
Group Marketing Plan 


a copy of “Supermarket 
Equipment.” Look at the cover 
and thumb through the pages. What 
is it? If you say it’s a trade maga- 
zine, you're wrong. If you say it’s a 
company publication, you're half- 
wrong. Identify it as a direct mail 
piece and you win the brass ring. 

As direct mail pieces the seven 
publications of Group Marketing 
Plan look strangely like magazines. 
Each is 84% x 11 inches, with heavy 
coated covers and two dozen or more 
pages that are laid out in magazine 
stvle. Each carries advertising, and 
editorial, and each carries a Reader's 
Service card bound in the back. But 
they are not magazines. 

Group Marketing Plan, a division 
of Cahner’s Publishing Company. 221 
Columbus Avenue, Boston, Massa 
chusetts. publishes these quarterlies 
for the benefit of a selected group of 
advertisers, each of whom sponsor, in 
part. one of the publications. So far 
GMP boasts seven titles. Modern 
Assembly Practice, Modern Plant 
Operation & Maintenance. Supermar- 
ket Equipment, Protective Packaging 
& Packaging Techniques, Commer- 
cial Equipment & Supplies, Comfort 
Engineering” and Electronic Testing 
& Measuring.” 

Sponsors of the “Magazines” are 
leading non-competitive manufactur 
ers in their respective industries. 
Sponsoring Supermarket Equipment, 
for example, is one maker of shopping 
carts, one manufacturer of cash reg- 
isters, one refrigeration company (and 
others). These sponsors jointly con- 


* To be tiest published at the end of this year 


A New Kind 


Commercial 
Kitchen 


tract with GMP to publish four quar- 
terly issues of a “magazine.” They 
purchase 12 pages, broken down to 8 
pages of editorial and 4 pages of 
advertising. As sponsors they sign up 
for this four issue cycle, but should 
any one of the sponsors wish to drop 
out, there is usually a competitor wait- 
ing to take his place. 

When a GMP book is started, all 
sponsors must be approved by every 
other sponsor in the publication. In 
addition, when a sponsor drops out 
his replacement must also be ap- 
proved, Since all prospective sponsors 
are carefully screened by GMP, there 
has not yet been any objection to a 
participating sponsor. 


Aimed at the Specifier 


Distribution of the “magazines” is 
controlled (that is, mailed free of 
charge to readers}. These readers are 
selected in many ways. Lists are 
bought, directories are culled for 
names, but the bulk of the circulation 
comes from sponsors’ customer and 
‘prospect lists. In list selection. one 
criterion is paramount and this es- 
sential is spelled out on the front 
cover of every GMP publication: “A 
quarterly of information for the man 
who specifies.” In other words, the 
publication does not go to the third 
vice president in charge of public 
relations or the assistant manager in 
charge of licking stamps. 

Sponsors’ lists are carefully 
screened by GMP duplicates removed 
through the tedious process of hand 
sorting. When five or six men from 
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the same company are found in a 
sponsor's list, GMP asks the sponsor 
which of the five actually specifies. 
In the final analysis GMP retains 
final authority as to who will and 
who will not receive the publication. 

As each issue is mailed, names are 
dropped and names are added, of 
course, and these too are subject to 
rigid inspection by Group Marketing 
Plan. The seven GMP publications 
now have a_ total circulation of 
250,000, 

No attempt is made to camoflauge 
these publications as regular trade 
magazines since a heavy-stock insert 
on page 3 notifies the recipient that 
the book is sponsored by participat 
ing advertisers (which are listed). 

Production, layout and mailing of 
these publications are handled like 
any trade magazine, and are mailed 
out by GMP under a modified second 
class permit for controlled circula- 
tion publications. Just what this mod- 
ification is, we could not discover. 

Who advertises in these seven 
publications? Sponsors include such 
firms as Ingersoll Rand, Shell Oil. 
National Cash Register, Hobart, Acme 
Steel. American Gas Association, and 
International Silver. 

As we've meniioned, competing 
firms may not advertise in the same 
book. GMP goes to the top two or 
three leaders in each prospect indus- 
try (one at a time, of course) and 
approaches them about advertising 
for a minimum of one year in a 
quarterly book. If the first prospect 
refuses, they try number 2 and so 
forth. 
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MODERN PLANT 


OPERATION & MAINTENANCE 


The heart of any publication (at 
least so far as readers are concerned } 
is the editorial content. How does 
GMP work out this problem, consid- 
ering that sponsors are actually buy- 
ing editorial pages. 

According to Emanuel Gilbert. 
director of the seven GMP books. 
this is no problem. “The editor. from 
his knowledge of the field.” he tells 
us. “may make several suggestions.” 
Once the subject is decided the edi- 
torial staff goes into the field, obtains 
the story and photographs, writes it 
up. and clears it with our editor-in- 
chief and then with the sponsor.” The 
sponsor, it) was pointed out, checks 
stories for factual accuracy only. The 
final responsibility for what sort of 
story is printed rests with the editors 
of the magazines. 


Circulation is Qualified 


One way in which the GMP editors 
decide on editorial objectives is an 
unusual “Reader Correspondence 
Card” which accompanies the two 
Reader Service inquiry cards with 
numbers to circle in each issue. Read- 
ers are asked to state what equipmeni 
or service articles they would like to see 
in future issues. “We get quite a bit 
of mail from persons asking to be put 
on the mailing list.” Gilbert: stated. 
“and we turn down those who do not 
fit the circulation objective of equip- 
ment specifiers.” 

Occasionally a sponsor will offer 
the publication a prepared story. 
Sometimes this is riddled with puffery 
and plugs for the sponsor. and is of 
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little editorial value. The editor so in- 
forms the sponsor and another ap- 
proach is taken. Occasionally the story 
has merit but must be drastically re- 
written. Of prime considefation, says 
GMP, is the needs of the reader, not 
the wishes of the advertising sponsor. 

Types of stories printed in the 
seven GMP books range from news 
of personnel changes to by-lined 
articles by an acknowledged expert in 
the industry to a case-history of prod- 
uct in use. 


Caters To the Narrower Interest 


Where did the idea for GMP 
originate? “The credit here must go 
to our Chairman of the Board, Nor- 
man L. Cahners:” Gilbert said, “it 
was he who conceived of 4 new pub- 
lishing concept where large trade 
magazines were covering too broad 
a field and a specialized publication 
directed to just one area of interest— 
say, fastening and assembly .in the 
manufacturing field — could be ap- 
preciated by specifiers who needed 
such information quickly and simply. 
Our first GMP publication Modern 
issembly Practice (November, 1958) . 
completely justified this concept. 

Viewed as direct mail pieces, the 
seven books seem to be fulfilling their 
purpose, Sponsor supplied lists make 
sure the book is reaching the right 
person, editorial and advertising 
space give ample room for detailed 
copy approaches and explanations of 
the product. Only the format is 
unusual. 


It is this format which has stirred 
up a furor in publishing circles, Re- 
garded as competing magazines by 
many large publishers, the seven 
books may seem to violate many prin- 
ciples of good publishing. On the sur- 
face, at least, publishers claim that 
editorial content and advertising are 
separate from one another. GMP 
boasts paid ads and paid editorial. 
Many publishers point with pride to 
paid circulation, and in compliance 
with the rules of the various auditing 
organizations (APB, VAC BPA) 
qualify their readers by requiring at 
least 50% to be paid. None of the 
seven GMP books are paid and all are 
sent uninvited to sponsor prospects. 

Loudest argument from GMP de- 
tractors is that these publications are 
taking dollars away from regular 
trade journals, including those of 
Cahner’s Publishing Company which 
boasts nine trade magazines. 

Not so, says Mr. Gilbert. “There 
is no argument here with advertising 
budgets for other media. Our publi- 
cations do not usually replace any 
other allocations, but rather, like 
direct mail, they are additional ex- 
penditures for strengthening market- 
ing programs by use of the unique 
combination of purposes that these 
publications serve. Many of the 
sponsors in GMP publications are 
also advertisers in regular Cahner’s 
magazines, such as Practical Builder 
or Modern Materials Handling, and 


there has been no loss of space 
reservations in those trade maga- 


zines from them.” e 
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OK A LITTLE over $4,200, Fifth 

Avenue Lettershop, Fifth 
Avenue. New York 11, N. Y., turned 
out one of the most imaginative and 
resultful self-promotion campaigns 
we've had the pleasure of seeing. 
While agencies. lettershops and print- 
ers will draw a_ particular benefit 
from this campaign. the theme is 
adaptable by almost any business 
concerned with finding new custom- 
ers will draw a_ particular benefit 
that every business? ) 

Fifth Avenue’s aim was two-fold. 
One. to impress the recipient with 
the wide range of services available 
from the lettershop. and two. the 
speed and accuracy of operation with 
which Fifth Avenue works. 

To tell this story, Bob Jurick. sales 
manager. Charles Lazarus, general 
manager, and Ed Thomas, art direc- 
tor, developed a nine-part direct mail 
campaign revolving around the dif- 
erent tvpes of equipment used by 
Fifth Avenue in servicing customer 
needs. The nine mailing pieces each 
would feature an extreme closeup of 
one part of a machine. For instance. 
on any given machine. a blow up of 
vital operating part would be photo- 
graphed and printed. The recipient 
would be asked to identify the ma- 
chine, based on the part. and phone 
his answer in to Fifth Avenue. The 
first person to correctly identify the 
machine would win S50. 

The mailings went evt‘two days 


apart. Number one arrived on play- 
ers desks on Monday morning, 
October 20th, and the switchboards 
at Fifth Avenue were cleared for 
calls. The first three answers came in 
simultaneously. but only one was 
correct. 

The next mailing arrived on Wed- 
nesday morning. Not only was there 
a photograph of a new part to iden- 
tify but an insert showing the entire 
machine from which Photo One had 
been taken in addition to the name 
and address of the winner. This speed 
in preparing the last minute insert. 
plus the synchronization of mailing 
so that each recipient would receive 
the contest mailing at the same time 
went a long way toward promoting 
Fifth Avenue’s capabilities. All enve- 
lopes. by the way, were mailed the 
night before, first class postage, al 
the centrally located Madison Square 
station. 

Results from the campaign have 
been good. Besides the high response 
to each contest (averaging about 
25-3067 call-ins) and the favorable 
comment from recipients, the contest 
has resulted in several new accounts 
for the shop. According to Bob 
Jurick. the expense has justified it- 
self many times over. 

To better appreciate the effort that 
went into the contest, let’s go back to 
the beginning. The first problem was. 
of course, the list. The entire cam- 
paign was mailed to only 200 execu- 


tives. Fifty of these were customers. 
and 150 were prospects. These names 
were selected by Fifth Avenue’s three 
sales representatives of which Bob 
Jurick is Manager. By 
limiting the campaign to top pros- 
pects and customers, and by promot- 
ing the small number of participants. 
they hoped to make each individual 
feel as if he really had a chance to 
win. Incidentally. the contest was not 
rigged in favor of customers. There 
were ten winners in all (two called 
in at exactly the same time. each with 
the right answer). and of the ten. 


Sales 


seven were prospects and only three 


were customers, 

To be certain that the recipient was 
aware of the contest and would watch 
for the mailings, two special pre-con- 
test mailings were made to the boss 
with a special note to his secretary 
telling her that if her boss won a $50 
prize she would win a pocketbook 
valued at around $25. Bob Jurick feels 
the mailings helped create interest in 
the campaign which led to high parti- 
cipation. In the event the executive did 
not have a secretary, wording had to 
be changed. Sometimes the person 
being reached was a woman so here 
too wording had to be changed. Since 
letters were printed offset. this was 
no small job. 

After the contest was underway. a 
few unexpected developments cropped 
up. For instance, one man on the list 
had made a tour of the Fifth Avenue 
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promotes the se of Fifth Avenue Letter Shop 


plant shortly before the contest. He 
remembered they*had one particular 
machine, so every morning when he 
got his “entry blank” he called the 
number and identified the machine 
he remembered. Sure enough, one 
morning he called and he was right. 
Many executives in larger compa- 
nies complained they weren't getting 
their mail soon enough from the mail 
room to compete in the contest, and 
made deals with mailroom boys for 
a percentage of the prize if the con- 
test envelope got up to his desk early. 
Happily for Fifth Avenue, an off- 
the-cuff investigation around the 
seventh mailing revealed that al- 
though the percentage of phone calls 
stayed relatively stable (42 for a low 
to 63 for a high), the people calling 
were different every time, testifying 
to high general interest throughout 
the entire list. ; 
Until now, we’ve been careful to 
avoid mentioning any of the ma- 
chines by name so that you can play 
the game too (although we can’t give 
out any money for the right answers). 
It is not as easy as you think. On the 
top day for calls (63) only seven 
people had the right answer. and the 
other eight contests showed roughly 
the same ratio of rights to wrongs. 
Above are the nine closeup photos. 
See how many machines you can 
identify ; The os can be found The envelopes and pieces used by Fifth Avenue to announce and conduct the contest. Different 
printed upside down in the red block colored folders utilized the same format with only the contest number changing and appearing 
above. But don’t peek until you finish. through the round die cut hole on each mailing. 
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by Orville Reed 


- THE SPACE allotted to me I want 
to talk to you, not as an adver- 
tising man, a writer of advertising 
copy, a salesman, but rather as a 
human being with normal human 
aspirations, faults, urges, problems. 

I stand in the shoes of a prospect 
for the merchandise you sell. Perhaps 
I'm a customer. Mine are the usual 
desires for flattery, for status, to be 
recognized as a unique individual— 
not as a member of the masses. While 
I am not an ordinary fellow. I don’t 
want to be treated as one. Neither 
does anyone in this audience. 

In short, I want to talk to you 
about something which you may have 
forgotten lately. That something is 
people. 

In the conception of your adver- 
tising I may be classified as a cus- 
tomer. as a cash buyer. a return, 
a C.0.D., a layaway, a bargain hunter, 
a fussy shopper. To you I am one 
of the people who come to your store 
or who can be attracted to your 
store by your mass appeal advertis- 
ing. I'm one of those many faceless 
people who are waited upon every 
day by your salespeople. : 

It goes without saving that mass 
appeal media, such as the newspaper. 
is the best, the most economical, the 
most effective way to tell me, in the 
mass, about your merchandise and 
prices. 

If I'm a woman perhaps | shop 
the ads in my daily newspaper, make 
my pre-selections of things I need. 
and go to buy them where I think 
my dollars will go further. 

But I’m slightly confused in to- 
day’s competition with all the mail 
order people, the discount houses 
and such, screaming bargains at me. 
To me you are just like all of your 
competitors. I see no difference be- 
tween you. I shop where I can make 
the best buy. 

You have an opportunity, however. 
to add an “extra something” to your 
promotion which will make me want 
to buy from you rather than from 
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People are important 


To Be Successful, The Retailer Must Always Remember. . . 


the mail order house, the discount 
house, the specialty shop, or another 
department store. 

That “extra something” is to treat 
me as a human being. To cash in 
on my desire for recognition. To let 
me know you take a personal inter- 
est in me and my budget problems. 
To make me feel you want and are 
willing to deserve my trade. 
Predictions, Predictions 

This has been the month of busi- 
ness predictions for the new year. 
The trade press, newspapers, tele- 
vision, radio have been filled with 
prognostications of what's in store 
for all of us in business during this 
new 1961. 

If you have read these predictions 
carefully you will find running 
through most of them an idea which 
will be the basis of what I have to 
say to you this morning. 

Let me quote from just 2 of these 
predictions: 

In our present business structure, 
there’s an overwhelming and unfortu- 
nate tendency for management to hear 
what it wants to hear and see what it 
wants to see. Not all of this is de- 
liberate or vicious. It is simply a fune- 
tion of the complexities of our in- 
dustrial system. There was a_ time 
when the seller of merchandise per- 
sonally knew the consumers of _ his 
products. Today there are so many 
levels between producer and consumer 
that this personal bridge must be re- 
established. 1t can be done very easily 
and simply by getting management 
to talk with plain, every-day con- 
sumers, man to man, 

Here’s the second quote: 

During 1961 we are going to have 
to renew our respect for individualism 
and remind ourselves that people are 
important. If we want to sell some- 
thing to people, we are going to have 
to learn how to appeal to them as 
individuals, not only as parts of sta- 
tistical groups 

I realize how difficult it is for those 
of you present, used to thinking in 
terms of a mass of people out there 
you would like to bring into your 
stores, to think in terms of the in- 
dividual customer or prospect. 
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I appreciate the pressures of your 
jobs in doing the kind of advertising 
job that appeals to a mass audience 
and brings them in to shop. I know 
how easy it is to forget that these 
are individuals—people with prob- 
lems, needs, wants, desires, tastes— 
and that they like to be treated as 
individuals. Your preoccupation with 
mass media and mass appeals, mer- 
chandise, sales and traffic is perhaps 
the reason so little direct mail is 
used in department store promotion. 

You have an opportunity with di- 
rect’ mail to approximate the old 
merchant-customer relationship — by 
using direct mail as a personal pro- 
motion medium, rather than a mass 
medium. 

Shouldn't you be thinking about 
what you can do to make these people. 
as individuals, want to buy from 
you? 

How can you do it? By running a 
sale, lopping off 10°% or 200 of 
the usual sale price of specific mer- 
chandise? Yes, that might bring them 
in one time. But what will bring them 
back? By displaying your merchan- 
dise attractively? Yes, that will catch 
the eye of some of the so-called 
“traffic.” But what will bring them 
back? 

Thousands of potential buyers walk 
out of your store every month having 
made one purchase or merely shop- 
ping, and are unnoticed by anyone in 
your organization. Converting a 
small percentage of these people into 
return visitors to your store, mak- 
ing them feel their purchases are 
important, is entirely over-looked as 
a means to increase volume. 

What you need is a “people ex- 
pert.” Someone who understands sell- 
ing is not just offering bargains. or 
mass appeal. Every person likes to 
feel he’s an individual—apart from 
the masses. Every individual responds 
to recognition and special personal 
service—even flattery. You can afford 
to pay a “people expert” whose sole 
job is to rove the different depart- 
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ments in your store, get acquainted 
with people, and then do something 
about it. Such a person’s job would 
be to watch sales being made, get 
acquainted with buyers, and show 
a personal interest in the individual 
shopper. Such a “people expert” 
should be able to write a friendly, 
warm, sincere letter. He or she need 
not be a direct mail expert, but 
must like people, know something 
about people, and have imagination. 
Such a person should look over sales 
slips written each dav and write a 
friendly letter to as many people rep- 
resented by these sales tickets as 
possible. 

For instance, let’s say our “people 
expert” is going over the daily sales 
slips. Here’s'a Mrs. John Jones of 
133 State St. who, on this particular 
day, has bought a set of matched 
luggage. A letter such as this one 
would have personal impact that 
would make Mrs. Jones feel you are 
a nice outfit to do business with: 
Dear Mrs. Jones: 

Thank you for buying the set of matched 
luggage in our store today. If this pur- 
chase of luggage is in preparation for a 
planned trip, may I be the first to wish 
you bon voyage. I’m sure you'll like the 
luggage. And if you are in the market for 
“going away” clothes, I hope you'll visit 
our ready-to-wéar department before you 
leave. 

Cordially yours, 


Or, perhaps, in looking over the 
sales tickets this “people expert” 
finds the purchase of merchandise 
sent C.0.D. What a wonderful op- 
portunity to open a new account by 
writing a simple 4 sentence le‘ter 
such as this: 

Dear Mrs. Smith: 

I notice you had some merchandise from 
our store sent to your home C.0.D. Thank 
you for buving from us. 

We would like to extend to you the 
convenience of a charge account. You 
will find it of great convenience in making 
future purchases in our store. 

The next time you are in the store drop 
in to our Credit Department on the fourth 
floor. Our Miss Brown will be glad to 
talk to you about opening such a charge 
account. 

Cordially yours, 
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Printed on these two pages and continued elsewhere in 
this issue is the text of Bus Reed’s talk before the Ninth 
Annual Retail Advertising Conference, held in January 
at Palmer House in Chicago. A press agent would say 
Bus knocked ‘em dead. But if dead they were, alive they 
are now, and armed with ideas to help them find and 
keep their customers. If you’re at all involved with sales 
at the retail level, you'll want to read every word of this 


Here’s an old one which has been 
used very successfully in men’s shoe 
departments. A record is kept of 
shoe sizes, and on the card is a 
tickler which will bring that card 
to the attention of the “people expert” 
3 months after the shoes have been 
purchased. 

She writes a letter to all of those 
who have had their shoes for 3 
months, enclosing a pair of shoe- 
strings. The letter reads: 


Dear Mr. Jones: 

Our customers tell us our shoes wear, 
wear, and wear. 

Often they outwear 2 or 3. pairs of 
shoelaces. 

Here’s a new pair of laces to replace 
those you are now using. They come to 
you with our compliments. We hope to 
see you in our store when you again need 
shoes for sports or dresswear. 

Cordially yours, 

After a few weeks of doing this 
job, your letter-writing “people ex- 
pert” would have a group of stand- 
ardized letters—letters that fit cer- 
tain situations, such as C.O.D.’s, the 
luggage letter I've mentioned, which 
could be applied in most any depart- 
ment, and many types of purchases. 

There are many other places where 
a personalized letter would do an 
excellent job. Such as a letter to 
customers about a special sale—an 
advance showing. 

Now many of you are using printed 
pieces to do this job. But a printed 
piece is not a personal message from 
you to the customer. 

Here’s a card used by a menswear 
shop in Detroit, which reads: 


Before our semi-annual sale is ad- 
vertised, we invite you to come in for 
a private tippling, for like an old vinter, 
we reserve our private stock for our best 
customers. There are heady reductions 
through the entire store, and we cordially 
invite you to take the first draught. 

The person who gets that knows 
it is going to hundreds of other 
people. The same message could be 
put in letter form and have much 
greater effect on the customer to 
whom it is mailed. 

Such a letter could read along this 


line: 

We are planning a special event for our 
good customers. Here’s your special invita- 
tion to attend. 

Before starting our semi-annual sale, we 
would like to have you come in, before 
the rush, where you can make selections at 
your leisure from our complete stock at 
price reductions your family budget will 
welcome. This private sale will take place 
on Tuesday, Febrauary 6. The savings we 
are offering will be well worthwhile. 

Cordially yours, 


Here’s another place where your 
“people expert” can get in effective 
licks. Clip items from your daily 
papers that present opportunities for 
personal contacts. Simple notes like 
these: 


Dear Mr. Jones: 

Today I read an announcement of your 
having been chosen to receive the 33rd 
degree in Masonry. 

Your family and friends—and you— 
must be very proud, for this is an honor 
that must be deserved and earned. Con- 
gratulations. 

Sincerely yours, 


Dear Mr. Edwards: 

My attention has been called to an ar- 
ticle in the (name of paper) telling of 
your selection to the presidency of your 
Parent-Teachers Association. 

Our interest in this community is far 
from being limited to commercial trans- 
action. We think of ourselves as citizens 
of the community. 

So we are deeply interested in activities 
such as those of the PTA, and wish you 
every success in your work. 

Sincerely yours, 


A note to a nonagenarian. 


Dear Mr. Wilson: 
In looking through the (name of paper) 
I see that you are to celebrate your 90th 
birthday on the 12th. I congratulate you. 
What a rich experience you have had. 
Too bad our youngsters can’t combine 
your experience with their youthful en- 
thusiasm. Wishing you a lot more happy 
birthdays, I am 
Sincerely yours, 
Other suggestions—a letter to col- 
lege students who have won athletic 
or scholastic honors, and to their 
parents. To recipients of lodge 
honors. Every news item is grist 
for your “people expert’s” mill. Such 
letters many times are shown to 
(Continued on Page 28) 
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veryBopy likes to get something 
for nothing, and that is the 
principle which I apply to Macfadden 
Publications, circulation promotion 
program. It’s also the answer to the 
very important question: Why does 
Macfadden use premiums? Very 
simply, to build circulation. 
Of course, as you may suspect, 
there’s a great deal more to premium 
circulation promotion than that. 


How do we select premiums? 

How do we determine their worth? 

How do we decide if a premium is 
successful? 

What do we do promotion-wise to assure 
this success? 


What do you think is the most 
important factor in our selection of 
a premium? The price of the item? 
It's value? No! The first and fore- 
most consideration is the consumer 
and his anticipated reaction to the 
premium offered. 

I have seen premium buyers and 
promotion people go hog wild over 
a premium because the price was 
right, or because the item was par- 
ticularly easy to mail, or because it 
appealed to them personally. Maybe 
they liked the color, or the shape. 
The buyer completely lost sight of 
the subscriber's wants. 

Remember that song about Sam 
who made the pants too long? The 
same thing applies here. You don’t 
tailor your reader to fit the premium. 
You select your premium to fit the 
subscriber's needs. 

Just picture these items. A shoe- 
horn: a shopping bag that looks 
like a compact: a steel wool holder, 
and a three “carrot” ring. These are 
premiums which were submitted to 


by Abe Schechterson, Macfadden Publications 


THA PREMIUM - An Excellent CGreulation Booster 


REPORTER’S NOTE: Abe Schechterson joined Macfadden 
Publications in 1955 as subscription promotion 

copywriter. He was elevated to direct mail manager 

in 1957 supervising the promotion and premium 

buying for Photoplay, True Story and nine other consumer 
magazines. A graduate of the Baruch School of 

Business Administration of the City College of New York, 
he majored in marketing and advertising. Before joining 
Macfadden Publications, he was assistant promotion 
manager at Moore Publishing Company, and 


DuVal’s Consensus, Inc. 


me by various premium houses. Are 
they ridiculous? Useless? Junk? No. 
Of course they're not. I'm sure there's 
a market for every one of these items: 
as there is a market for everything 
and anything that’s manufactured 
today. And that includes the pre- 
mium market. 

The trick is to dovetail the pre- 
mium and your anticipated sub- 
scriber. 

You wouldn’t expect a Yachting 
reader to be receptive to a pair of 
golf shoes, or a baseball bat, would 
you? Certainly not. 

Macfadden Publications, because 
of the diversity of its magazines, has 
an extremely varied type of reader. 
Therefore, its premium buying must 
also be diversified. 

I want to discuss very briefly one 
particular Macfadden subscriber. The 
True Story reader. The wife of 
the blue collar worker. The truck 
driver. The machinist. The skilled 
mechanic. And don’t forget, this blue 
collar group comprises a very lucra- 
tive market with a steadily increasing 
high income. 

Now, what is our True Story 
reader like? What is she interested 
in? Her husband, her children, her 
home. Anything that adds to the 
comfort and beauty of her home— 
anything that enhances her own per- 
sonal appearance, will in most cases, 
turn out to be a successful premium. 

Knowing this, we have been ex- 
tremely successful with premiums 
geared to her home—particularly 
her kitchen—and herself. 


Of course, now the question arises, 
how far can you go with premiums? 
Can you give away a Rolls Royce? 
A Yacht? A Bermuda vacation for 
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two with all expenses paid? 


How far we can go has already 
been determined by the Audit Bu- 
reau. Their ruling is that: 

“When a premium is used in connection 
with a subscription offer, the full value of 
the premium must be collected. This is con- 
sidered to be the actual cost to the publisher 
plus 25%, or the recognized retail value, or 
the represented value, whichever is highest.” 

This, then, is the basic ground 
rule you must follow before you 
begin to play the premium game. 
Now, suppose this shoehorn retails 
for $2.50, and the basic annua! price 
of our magazine is $5.00 We must 
collect the full value of the shoehorn 

-$2.50, plus the 50° minimum of 
our $5.00 basic price—another $2.50, 
making a total of $5.00. What does 
this mean? It means we cannot make 
a cut price offer to our readers using 
this $2.50 shoehorn as the premium. 

If however, this shoehorn were not 
available to the public in_ retail 
stores, and it had no retail value 
attached to it if it were available 
only from a premium house and 
offered to us at a cost of $1.00, we 
could then make a cut price offer. 
We would have to collect $1.00, plus 
an additional 25°¢—a total of $1.25 
for the shoehorn, plus the $2.50 for 
our magazines, or $3.75 in all. 

Of course, there are no regulations 
governing how inexpensive a_pre- 
mium can be. The subscriber sets 
these ground rules—herself. 

The lower the value of our pre- 
mium, the greater our advantage and 
the greater the leeway we have in 
making a cut price offer. This, in 
turn, will very often result in a 
markedly higher percentage of re- 
turns. 

(Continued on Page 28) 
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FREE 
ENVELOPE 
SELECTOR 
CHART 


Put more than 70 
envelope ideas at 
your finger tips. This 
handy guide shows 
70 standard styles 
and cross references 
them by size. Also in 
cludes timely tips for 
the efficient use of 
envelopes. Write De- 
partment R-2 tor your 
free copy. 


Your direct 
mail says 


“HERE’S SOMETHING 
SPECIAL” 


when it arrives ina 
U.S.E. colored envelope 


Color is a natural selling tool. The simple . . . yet often overlooked 
... device of putting your mailing in a colored envelope can make 
a direct mail campaign more successful. And when you combine 
U.S.E. quality with color, you’re giving your direct mail the best 
head start it can possibly have. 

Color is just one of dozens of envelope variations you can use 
to put action in your direct mail. With the “world’s longest line” 
. .. seventy basic styles . . . of envelopes in regular stock and virtu- 
ally any envelope available on special order, U.S.E has the right 
envelope to put your mailing across. 


UNITED STATES ENVELOPE COMPANY 


GENERAL OFFICES: SPRINGFIELD 2, MASS.  ‘cnicaco DALLAS LOS ANGELES. = SAN FRANCISCO 
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PREMIUMS Con’t.... 

But it’s not enough to know the 
Audit Bureau’s ruling. It’s not even 
enough to know that you must dove- 
tail the premium to your prospect's 
needs. None of this has anything to 
do with picking a successful pre- 
mium. Naturally, the question coming 
immediately to mind is—how then 
do we pick a successful premium? 
By testing the premiums we choose! 

Many of you deal with a dozen 
different offers, appeals, lists, for- 
mats, every day. Just as you test 
the various elements in a mailing, 
we test our premiums. The mechan- 
ics involved aren't important. You all 
know how to conduct a test. What 
is important is whether or not the 
premiums we choose will pay off. 
Which premium will be a “hit”? 
Which will be a “miss”? Our intui- 
tion, our experience should tell us, 
but so often personal tastes and 
foibles color our judgment. 

Let’s assume for a minute three 
or four really hot items—all of them 
equally attractive. All meeting the 
requirements of our True Story 
reader. Could you choose the one 
that would bring the greatest per- 
centage of returns? I wouldn't even 
try. 

That’s where our tests come in. 
No matter how wonderful, how mar- 
velous we think a premium is, if it 
doesn’t ring the bell with our readers, 
it isn’t worth a darn. That’s why 
we encourage our readers to tell us 
what they want. By using their tastes 
and desires as a guide, we have hit 
on several premiums that have 
brought us gratifying results. And 
when I say gratifying, I mean re- 
turns over 5%. 

We don’t just test one premium 
against another. We also test our 
premium offers against cut price 
offers, and have found that the re- 
sults of these tests prove conclusively 
that in 9 cases out of 10 the premium 
offer will outpull the cut price offer. 

We have even gone so far as to 
bury the premium offer in the body 
of the letter and not lead off with 
a “yours FREE.” The premium offer 
still won out. 

Let me point out though, that 
while the premium is the big draw, 
it cannot do the job alone. The most 
fabulous premium on this earth 
would fall flat on its face without 
the proper promotion and merchan- 
dising. 

But, bear in mind, premiums are 
not a panacea. They are just that 


something extra we all love to get— 


the icing on the cake. 

I hope | have stressed the point 
strongly enough that to us at Mac- 
fadden, premiums are a tremendously 
important sales tool. And our own 
experience has proven beyond any 
doubt that carefully chosen, meticu- 
lously tested, and skillfully used, 
premiums do increase circulation. e 


PEOPLE ARE IMPORTANT 
...Con’t. From Page 25 
neighbors, talked about at meetings 
all of which extends your in- 
fluence. 

Use of the mass advertising, as 
most of you are, you may think 
this business of writing letters to in- 
dividual customers or prospects is a 
slow way of doing the job. But if 
you had one person whose sole job 
was to br''d good personal relations 
with your customers, you'd find he 
or she could write as many as 20 
letters, such as those I’ve suggested 
here, each day. That would mean 100 
personal contacts with prospects and 
customers each week—-100 a month 

up to 5,000 a year. 

How about those charge customers 
of yours? How about the people you 
now list as customers and who carry 

charge plate but haven't used it 
in 6 months? Here’s a place for 
your “people expert” to go to work. 
The usual procedure is to write a 
letter (if anything at all is done) 
along the lines of: 

You haven't bought anything in our 
store for the last 6 months. We'd like 
to have you come in again. 

How much better to write a warm, 
personal letter to such a customer, 
telling her not only that you miss 
her, but spotlighting some particular 
type of merchandise in which you 
think she might be interested. Per- 
haps it’s a new jewelry line. Perhaps 
it’s a close-out of well known mer- 
chandise you can offer her at an at- 
tractive price. 

Perhaps it would pay to look back 


in the records and find out what she 


“How about letting management 
put up the signs around here?” 
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bought last as a clue to what she 
might be interested in. 

Also, how about those customers 
who shop regularly and pay their 
bills promptly the 10th of each 
month? Can't you see how good i 
would make her feel if you wrote her 
a letter thanking her for paying her 
bill promptly? Flatter her a little? 
Make her feel good? 

You can bet you write letters to 
people who don’t pay their bills when 
they should. Those who are delin- 
quent you cajole or even threaten 
by letter, trying to get your money. 
It’s just as important to your busi- 
ness to thank those who pay promptly. 

1 use a letter in my business for 
this purpose, and you'd be surprised 
at the results. 

When I get a check from a new 
account I write him this letter: 

Dear Mr. Jones 

An envelope arrived in my mail today 
which made my day just a little brighter. 
he envelope I refer to contained a check 
from you in payment of the copy I wrote 
for you. If there is any business logic in 
wooing a prospect with honeyed words or 
thanking a customer for an order, there 
certainly is some logic in thanking some- 
one like you who pays his bills promptly. 

Accept my thanks. 

This is so unique to the average 
business man———so few people go 
to the trouble to cement relations 
with a “Thanks for the check” letter. 
that I have new accounts call me 
after receiving this letter and thank 
me for thanking them for the check. 

One more thought and then let's 
sum up. 

Some college professor has figured 
out that during 1961 you will gain 
—net—one new prospect every 10 
seconds. Or, 24 new prospects for 
something you sell in your store in 
the next 4 minutes. To you these 
people perhaps represent “store traf- 

Or “cash sales.” Or what is 
loosely referred to as customers when 
one of them opens a charge account. 

Through your mass media you will 
be able to attract a certain proportion 
of this new store traffic. Isn't it 
worth a few dollars of your budget 
to attempt to bring them back ‘by 
appealing to them "personally ? The 
full time of one person, a typewriter, 
some stationary and stamps could 
be the best dollar investment in sales 
you'll make in 1961. 

Getting back for just a moment to 
the prognosticators: “During 1961 
we are going to have to renew our 
respect for individualism and remind 
ourselves that people are important. 
If we want to sell something to peo- 
ple, we are going to have to learn 
how to appeal to them as individuals, 
not only as parts of groups.” e 
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DREY RECENT SPEAKER 
AT UPPER MIDWEST 
MAIL CLUB 


Alan Drey, vice president of 
Walter Drey, Inc., was a_ recent 
speaker at a meeting of the Direct 
Mail Advertising Association of The 
Upper Midwest. His topic was “Art 
and Science of Mailing List Use.” 
Nearly 100 members attended. 

Mr. Drey declared that the proper 
selection and use of mailing lists in 
direct mail today is an “art” using 
scientific and statistical information 
only as controls against loss. 
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CORRESPONDENCE 
© OFFICE USES & MAILING 
POSTAGE-SAVER 

PANORAMA 

WINDOW 

e AIR MAIL 

BUSINESS REPLY 

REMITTANCE 

e OPEN END CATALOG 

OPEN SIDE BOOKLET 

PACKAGING 


THESE ARE BUT A FEW OF 
THE MANY ENVELOPES 
WE MANUFACTURE 


TWIN-TRIP MAILER: 


“Far too much emphasis is placed 
today on simply the ‘Know How’ of 
direct mail practice and mailing list 
use rather than emphasizing the im- 
portance of the ‘Know Why,’” he 
said. “Creative thinking in all phases 
of direct mail advertising and ac- 
quiring the ‘Know Why’ is essential 
for success in this era of increased 
competition and rising costs of all 
the ingredients in a direct mail pro- 
gram. 

Direct mail users who are located 
in the Upper Midwest area may learn 
nfore_ about this Direct Mail Club 
by writing to its president, William 


Practieat, 


carries selling message 
while serving as out- 


£) th YEAR 
CITY ENVELOPE CO. 


OUR 
GARDE 


Holes Jr., c/o Holes-Webway Com- 
pany, St.’ Cloud, Minnesota. + 


SELLING 
BY MAIL 


Donald Canar, director of Educa- 
tion at Central YMCA _ Schools, 
Chicago, recently told Chicago Mail 
Advertising Clubbers how the “Y” 
merchandises education by mail. 

It's hard, he told members, to 
drag people out of their homes in 
the evenings to attend education 
classes. He cited two reasons, One, 
most people (according to a Roper 
poll) think of the YMCA as a 
sweaty gym attached to a rooming 
house for young men and boys away 
from home. Two, a negative public 
reaction toward adult education. 
Many people look on adult educa- 
tion as something to apologize for, 
or they distort the truth by teiling 
friends they are taking “Existen- 
tialism” when in reality they are 
taking, or want to take, “Flower 
Arranging.” 

He went on to describe the lists 
used by the “Y,” direct mail ap- 
proaches, and creative techniques. 

Success, he said, comes from the 
Marshall Field approach. Give the 
lady what she wants because the suc- 
cessful product is sold by the happy 


customer. * 


YECK HONORED BY 
DAYTON AD CLUB 


John D. Yeck, partner in Yeck & 
Yeck Advertising, 349 West First 
Street, Dayton 2, Ohio, has been 
named “Dayton Advertising Man of 
the Year” by the Dayton Advertising 
Club. John received the award at the 
March meeting of the club. 


Paul Wiiiic, past president of the 
club, awarded the Man of the Year 
medal to John (left) for... “his 
contribution to the field of advertis- 
ing, locally and nationally, and for 
his many contributing services to the 
community.” The medal is donated 
annually by the AFA and Printer’s 
Ink. 
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THE HOUSE OF ENVELOPES... AND ENVELOPE-IDEAS 
( / /JARDEN Ciry Envescore Co. 


STOP! ONE STOP! 


All your Printing and Mailing 
needs completed in One Stop. 
We offer: 


Offset Printing & Plate Service 

Planographing 

Multilithing 

Plastic Binding 

Folding 

Inserting 

Addressing: Elliott, Addressograph, 
Speedaumat 

Addressing: Typewriter List 
Maintenance 


All Mailing Service—from 


your ideas to the postoffice! 


Write or Phone for 
FREE CATALOG 


Doolittle & Company 


320 N. Dearborn St. 
Chicago 10, Ill. 
SUperior 7-1722 


Looking For CREATIVE TALENT! 
Refer to The Direct Mail Direc- 
tory under Copywriters: Direct 


Mail Agencies on page 56 saad 


THE HOT DOG STORY 


REPORTER'S NOTE: It seems appropriate at 
this time when economists tell us we are in 
the midst of a recession (which is getting 
worse) thet we reprint for the fourth time 
a short item thet first appeared in THE 
REPORTER in 1939, later in 1949 and 1958. 
It was originally written by George Trundle, 
jr., president of the Trundle Engineering 
Company, Cleveland, Ohio, for the house 
magozine, “Trundle Talks”. For the new- 
comers who may not have seen it, or don’t 
remember it . . . here's the official version 
of this oft-told but never outdated story. 


There was a man who lived by 
the side of the road and he sold hot 
dogs. He was hard of hearing so he 
had no radio. He had trouble with 
his eyes so he read no newspapers. 
But he sold good hot dogs. He put 
signs up on the highway, telling how 
good they were, He stood on the side 
of the road and cried, “Buy a hot 
dog. mister?” And people bought. 
He increased his meat and bun or- 
ders. He bought a bigger stove to 
take care of his trade. He finally got 
his son home from college to heip 
him. But then something happened. 
His son said, “Father, havent you 
been listening to the radio? Haven't 
you been reading the newspapers? 
There’s a big depression on. The 
European situation is terrible. The 
domestic situation is worse. Every- 
thing’s going to pot.” Whereupon the 
father thought. “Well, my son’s been 
to college, he reads the papers and 
he listens to the radio, and he ought 
to know.” So the father cut down on 
his meat and bun orders, took down 
his advertising signs, and no longer 
bothered to stand out on the highway 
to sell his hot dogs. And his hot dog 
sales fell almost overnight. “You're 
right, son.” the father said to the 
boy. “We certainly are in the middle 
of a great depression.” e 


YOU CAN BURN THE CANDLE AT BOTH ENDS! 


J How? Let us show you! Through the use of our Scrip- 


tomatic procedures: 


You can get more out of your mailing list .. . 
At much lower costs! 
If you have a list of 10,000 names or more, you must 


hear our story. 


ECONOMAIL, INC. « 105N. Laramie Ave. « Chicago 44, Ill. 
COlumbus 1-5666 — Call us Collect! 


HERE WE GO AGAIN 


Back in the late 30’s and the early 
10's . . . this reporter was crusading 
against the use of the mail by foreign 
governments to undermine the United 
States Government or to divide us 
all so we would be weak and not 
willing to defend our interests, 

In those days it was the German 
Government. Tons and tons of di- 
visive propaganda arrived in this 
country on foreign ships, but under 
the International Postal Union Treaty 
the United States Government was 
bound to deliver this material with- 
out any recompense for the delivery 
service. That is, the foreign govern- 
ment placed its own postage on the 
mailing pieces and under the existing 
Treaty we were obliged to deliver 
the mail, just as the foreign coun- 
tries were obliged to deliver our 
mail sent to them. But in most cases, 
our mail was barred and the foreign 
country refused to deliver. 

Now it is happening all over again. 
The government of the so-called Re- 
public of Cuba is now mailing di- 
visive propaganda into the United 
States and unless conditions have 
been changed after the break in 
diplomatic relations, we are the 
suckers again. We have examples of 
recent mailings. One is a manila 
envelope bearing a Cuban Govern- 
ment permit indicia and weighing 
15 ounces. The envelope contains six 
hooklets of varying sizes which were 
sent to an individual who had at one 
time or another inquired about Cuban 
travel or its student exchange pro- 
gram. Several of the booklets con- 
tained violent attacks on the United 
States Government. All of them con- 
tain phony propaganda for the 
ridiculous Castro Government. One 
of the samples sent to us shows that 
our United States postal service with- 
out any recompense for postage 
remailed the heavy envelope to one 
addressee who had moved. 

It's about time the International 
Union Postal Treaty be changed so 
that no country is required to deliver 
mail which attacks the government 


of the recipient country. 


Human Relations—a complete course in 
just 15 words! 


5 most important words. .. . I am proud 
of you 

4 most important words. . . . What is 
your opinion? 

3 most important words. . . . If you please 

2 most important words. . .. Thank you 


Least important word... . I 
From newsletter of Callow-Beare, 51 
Wolseley St.. Toronto, Canada 
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; = 1040 _US. INDIVIDUAL INCOME TAK RETURN—1960 
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Its That Time Again... 


Two score and some years ago our fathers brought 
forth upon this nation a new tax, conceived in desper- 
ation and dedicated to the proposition that all men 
are fair game. 


Now we are engaged in a great mass of calculations, 
testing whether that taxpayer or any taxpayer so con- 
fused and so impoverished can long endure. 


We are met on Form 1040. We have come to dedicate 
a large portion of our income to a final resting place 
with those men who here spend their lives that they 
may spend our money. 


It is altogether anguish and torture that we should do 
this, but in a legal sense we cannot evade, we cannot 
cheat, we cannot underestimate this tax. The collect- 
ors, clever and sly who compute here, have gone far 
beyond our power to add or subtract. 


Our creditors will little note nor long remember what 
we paid here, but the Bureau of Internal Revenue can 
never forget what we report here. 


@ ATTACH COPY 8 OF FORMS W.2 HERE @ 


It is for us taxpayers rather to be devoted here to the 
tax return which the Government has thus far so nobly 
spent. It is from these vanquished dollars that we take 
increased devotion to the few remaining; that we here 
highly resolve that next year shall not find us in a 
higher income bracket; that this taxpayer, underpaid, 
shall figure out more deductions, and that taxation of 
the people, by the Congress and for the Government 
shall not cause our solvency to perish from the earth. 


Tan dus refund 
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740 CLEVELAND LETTER SERVICE, INC. 13, Ohie 


Fer Additional FREE Copies, Phone SUperior 1-8300 and tor you Meiling end Printing Needs, tos! 


Lincoln Never Said Chis 


In the workaday world of mailing 
lists, the Gettysburg address might 
only be a mailing terminal of a small 
town in Pennsylvania. But to one 
mailing house, the Cleveland Letter 
Service, 740 W. Superior Avenue, 
Cleveland 3, Ohio, this address in its 
most famous form provided a merry 
chuckle for the lettershops customers 
and prospects. 

Taking advantage of the annual 
Lincoln anniversary in February, and 
the impending spectre of the Internal 
Revenue Bureau, Cleveland Letter 
Service combined the two into a 
humorous paraphrase of the well- 
known speech, applying it to tax col- 
lection time. The copy is so wonderful 
we've reprinted the mailer in its en- 


tirety for your enjoyment, It was 
printed offset in black and white on 
one side of the sheet only. Copy was 
originally written by Los Angeles 
Duplicating Service two years ago, 
but Cleveland president Herman 
Goldsmith got permission to revive 
it for his local market this Spring. 

How’s it doing? Well, so far the 
lettershop has had requests for over 
1,000 copies from the Cleveland area 
alone, and in the process has picked 
up some new business from new 
customers. 

Herman has copies left and will 
send them to Reporter readers who'd 
like to have them if they'll write 
enclosing a self addressed envelope. e 
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SAVE 40% to 70%* 
ON YOUR TYPESETTING COSTS 


a TYPE COMPOSITION 
& DESIGN SERVICE for 


DIRECTORIES 
PRESENTATIONS 
HOUSE ORGANS 
BULLETINS 

DIRECT MAIL 


CATALOGS 

PRICE LISTS 

PARTS BOOKS 

SALES MANUALS 
SERVICE INSTRUCTIONS 


PROMPT SERVICE 


WHEREVER YOU ARE! 


22 W. Madison St. « Chicago 2 
PHONE: CEntral 6-8053 


ers « 


*SEND FOR OUR FREE CATALOG! 


ENVELOPES ARE OUR BUSINESS... 


Before you plan your next mailing 
—cut your mailing cost by asking 
for our special price folder on plain 
and window Penny Savers. 


FREE PRINTING — Corner card 
4 to 5 lines plus bulk rate permit 
printed in one color free of charge 
on orders of 50,000 or more. 


Sample and price on request... . 


WISCONSIN ENVELOPE COMPANY 


760 MARKET STREET 
WAUKEGAN, ILLINOIS 


COPYWRITING 
1S MY BUSINESS 
Prompt 
@ Powerful 
@ Professional 


HOLDEN 


Chicago 


+ + There /S a plus value when you do busi- 
ness with a prof d, modern 
l-stop service like—REPASS LETTER SERVICE, 
INC., 29 S. Wabash, Chicago 3, IIIl.—CE 6-4056 
—(Special attention to mail order jobs.) + + 
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DAY SEEKS TO 
SIMPLIFY P.O. 
OPERATION 


A frank desire to simplify many 
of the Post Office’s overcomplicated 
rocedures marked PMG Edward 
b s first address to postal employ- 
ees last month. Here are excerpts 
from his remarks, which could well 
ostal attitude through the years 

of the Kennedy administration. 

“Our new leadership in the De- 
partment is here to work with all the 
dedicated career people and to share 
their devotion to the postal service. 
We are not here to build ourselves up 
or to advertise ourselves. It is the 
reputation of this Department and of 
all its people which we seek to en- 
hance. 

“We will not be afraid of criticism. 
We seek the suggestions and ideas of 
imaginative energetic people—in 
and out of this Department. There 
will be some changes in policy and 
emphasis, but in a huge and complex 
organization such as this, continuity 
and steady progress are far more im- 
portant than drastic and unsettling 
change 

“We have the greatest respect for, 
and must rely for our success upon, 
the real career people in the Depart- 


2 CKSON BLVD.+ 
16 WAR Andolph 6-4 760 


ment, here at Headquarters and all 
across the country. 

“For all our people, both the new 
management, and the career person- 
nel, we hope to set a tone of alert- 
ness, brightness, enthusiasm, and en- 
ergy. It will do us good to sparkle a 
bit—even, at times, to show that we 
have a sense of humor. 

“Here is our program: 

1. Ever improved service—prompt- 
ness, reliability, security, friendli- 
ness. 

2. A high regard for human values, 
Good morale among the 560,000 em- 
ployees in the postal service is of 
prime importance. They represent 
one fourth of all the civilian employ- 
ees of the federal government. Real 
career employees can count on secur- 
ity in their jobs and maximum use 
of their qualifications. It is vital that 
there should be appreciation for a 
job weH done. We hope that all of 
you will feel a sense of excitement in 
the task that lies ahead of us. 

Management must manage. But we 
plan to be available to hear the sug- 
gestions and ideas of the postal em- 
ployees and of the associations that 
represent them. We will listen and 
reason and, where necessary, will 
have thegcourage to say “No”, frank- 
ly and without rancor. 


| 


3. Elimination of waste and frills. 
We are faced with a huge gap be- 
tween income and outgo in our De- 
partment. We seek ways to eliminate 
needless expense without sacrificing 
service or ignoring human values. 
Already we see that we can cut down 
on Department spending for motion 
pictures, for publicity, and for out- 
side management consultant firms. 

Our main interest in automation 
and mechanical equipment will be to 
improve working conditions for bet- 
ter service. | do not consider that I 
was appointed Postmaster General 
merely to preside over an aggregation 
of machines. Of course we will ex- 
periment with new equipment. But 
we do not plan to finance all the re- 
search and experimentation. We will 
expect suppliers to present us, at 
least part of the time, with tried and 
proven equipment and methods, and 
not merely with suggested experi- 
ments for us to subsidize. We are not 
interested in gadgets and gimmicks 
for their own sake. With our pro- 
grams for improved equipment and 
facilities, as with our other programs, 
our emphasis will be upon proven re- 
sults and not on promotion and 
promises. 

4. I mentioned our aim toward a 
tone of alertness and enthusiasm. We 
hope to avoid flowery language, ex- 
cess formality, and dullness. We seek 
to cut down on over long letters, over 
long memos, over long conferences, 
over long chains of command—even 
over long lunch hours. 

5. Sound administration. People 
often refer to businesslike adminis- 
tration. But not all private businesses 
are businesslike. Let us seek to set 
an example for organizations, public 
and private, as to how to get a big 
job done well. We seek to reduce red 
tape, reduce delays, reduce duplica- 
tion. To the maximum extent feasible 
the postmasters should manage the 
post offices and we in here should 
help them to do a good job of it. 


NEW CLIP ART 
SERVICE AVAILABLE 

A new line art clipping service is 
available from Cobb Chinn, 721 
Union Street, Indianapolis 25, In- 
diana. 

Known as Art-Pack, the first edi- 
tion includes 450 illustrations in the 
16 most popular categories. For 
convenient filing and handling, re- 
production proofs are provided on 
81% x 11 sheets. Illustrations are 
printed on one side of each sheet 
with similar subjects grouped to- 
gether for easier reference. 
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"he “Hard Commands of Business” demand you get 
full value for each dollar you spend. This 
is particularly true of your print job purchases. 


Here’s what full value from G-M gives you... 


e An estimate on your job that stands as a firm bid. 


¢ Complete dummies on your job before it is put 

on the press. You know the quality of paper 
to be used, how it looks when bound, what 
the postage weight will be. 


e Silverprints of your entire job. This is 
the only way to check halftone 
quality .. . to see color separations 
before your job is run. 


*G-M monthly newsletter. 
Write for your free copy. 


‘To find out how your print jobs—large or small—can yield a 
quality impression without skyrocketing costs, write or call us. 
One of our experienced representatives will be happy to discuss 
our operating methods with you, and give you a quote, 

if desired. No obligation, of course. 


GREGG*MOORE LITHOGRAPHING CO. 


111 NORTH WACKER OWIVE * CHICAGO 6, ILLINOIS + FINANCIAL 6-6688 
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IN AUSTRALIA 


The 50 top direct mail campaigns 
of the U. S. in 1959 have been fea- 
tured in Australia’s first direct mail 
exhibition. And they attracted a rec- 
ord crowd to Melbourne’s new Argus 
Gallery. 

The exhibition was organized by 
an American, Mr, Vol Heath—an ex- 
U. S. Marine—who is managing di- 
rector of Heath’s Direct Mail Serv- 
ice Pty. Ltd., a company he founded 
in 1946, and the first company 
formed in Australia to specialize in 
every aspect of direct mail. 

National advertisers, advertising 
agencies, manufacturers. _ retailers. 
charity and professional groups were 
among the business segments invited 
to view the exhibition. More than 
700 of Melbourne’s top business ex- 
ecutives visited the display over the 
three days February 22. 23, and 
24. 

The Lord Mayor of Melbourne. Cr. 
Bernard Evans, accepted the com- 
pany’s invitation to officially open the 
exhibition and was presented with a 
cartoon which dubbed him Mel- 
bourne’s “first Direct Male”. Students 
of the Royal Melbourne Institute of 
Technology advertising, art. printing 
and allied trades courses made pro- 
ject and printing studies of the ma- 
terial. 

The secretary of the Institute of 
Sales Management. Tim Beatty. said 
that the exhibition had been a great 
opportunity for viewers to see some 
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A section of the first Australion Direct Mail exhibition in the Argus Gallery, Melbourne. 


DMAA CAMPAIGNS EXHIBITED 


Vol Heath (left) discusses one of the U. S. 
Award winning campaigns with the Lord Mayor 
of Melbourne, Cr Bernard Evans. 


of thbest design printing and direct 
mail presentation to come out of the 
U.S. 

Fourteen Australian campaigns 
were also featured to indicate the 
amount of direct mail in Australia. 

Mr. Heath said after the exhibition 
‘yat his company was establishing a 
permanent library of direct mail cam- 
paigns. He was seeking case histories 
of the D.M.A.A. 1960 Direct Mail 
competition for the library. 

“There is no doubt that direct mail 
gives advertising and selling an added 
depth. 

“I believe that these U. S. case 
histories showed Australian adver- 
tisers and their agencies that Direct 
Mail is the fourth dimension of sell- 
ing, which can stand alone or be com- 
plementary to other forms of mer- 
chandising and selling.” Mr. Heath 
said. 


FOR CLEARER 
WRITING ON LABELS 


Writing Directions For Use” is the 
title of an article in the January 1961 
issue of the four-page monthly bul- 
letin issued by Di Cyan & Brown 
(consulting chemists), 12 E. 41st St., 
New York 17, N. Y. We are glad to 
see someone taking up a crusade to 
make direction writing better. It’s 
a subject which should be interesting 
to direct mail people, particularly 
the mail order crowd selling products 
which have to be explained. 

Reporter reader, Erwin Di Cyan. 
who edits this monthly bulletin (now 
in its 10th year) . . . points out that 
too many directions for product use 
are not clear. Some are actually dan- 
gerous because they don’t give com- 
plete information. 

For instance. if a product such as 
a paint remover has to be used in 
two steps, should the second step 
follow the first immediately or should 
there be an interval between the 
steps? If there are “don'ts” involved 
in the instructions what is the 
reason for the “don't”? Or what will 
happen if the “don’t” is not followed? 
For instance, a bottle may contain 
an instruction label, “Keep in a cool 
place.” Some housewives might con- 
sider that sentence to mean putting 
it in a refrigerator, but such action 
might cause the contents to stick 
together or liquify unless the con- 
tainer is always tightly closed. The 
instructions should read, “Store in 
cool place but not in refrigerator.” 
Most instructions on bottles contain- 
ing tablets read, “Don’t put cotton 
back into bottle after opening.” Many 
consumers disregard the advice be- 
cause they think the cotton protects 
the tablets. Instructions should read, 
“Discard cotton after opening bottle 

cotton absorbs moisture which 
makes tablets stick together.” 

Perhaps Mr. Di Cyan can spare 
you a copy of his January issue. He 
deserves a pat on the back for bring- 
ing up a very important but much 
neglected topic. e 


\ man went to an insurance office to 
take out a policy on his life. 

The agent asked, “Do you drive?” 

“No,” replied the applicant. 

“Do you fly?” came the inquiry. 

“No.” 

“Sorry, sir.” snapped the agent curtly, 
“but our company no longer insures ped- 
estrians. 

From Service and Indemnity, h.m. of the 

Canadian Fire Insurance Co. 
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Your copy message also benefits immensely with 
the Apco Impact Coated Book and Ink formula. 
It has long been assumed—the higher the contrast 
between ink and paper, the higher the legibility. But 
is this assumption correct? ““No” says Faber Birren 
—one of America’s leading color authorities. ““No” 
say leading opthalmologists and reading psycholo- 
gists. Why? 

Detailed scientific tests conducted over long 
periods of time conclude: The high reflectance con- 
trast between black ink and white paper (about 17 
to 1) is actually detrimental to legibility, reduces 
reading speed, comfort and results in eye fatigue. 
Recommended reflectance contrast for optimum legi- 
bility was found to be only 8 to 1. Apco Impact 
formula for printing is a revolutionary departure 
from the past, based on the startling discoveries of 
modern color research. By combining softly tinted 
papers with color related inks, the Apco Impact 
formula achieves the preferred 8 to 1 (hence name of 
inks) reflectance contrast ratio and breaks into an 
entirely new, wonderful world of reading pleasure. 


Apco IMPACT Stimulates Interest in Your Message 


With the Apco Impact formula, readers im- 
mediately respond to the pleasing marriage of paper 
and ink colors. The eye glides smoothly, quickly 
over the softer color combination without irritation 
or fatigue. And, the psychological effects of softly 
tinted Apco Impact Coated Book and Cover cre- 


THIS INSERT PRINTED IN 4 COLORS BY OFFSET LITHOGRAPHY—-RED. YELLOW. 


BOOK 


Does wonders to improve these printed joks 


ate an entirely new, exciting dimension on the 
printed page. Instead of being a flat, passive media, 
the paper actively enters into the communication of 
thought. Greater, more sustained reader interest 
results. Sales resistance is easier to break down, 
paving the way to broader product acceptance, in- 
creased sales, and wider distribution in more markets. 


Learn More about this Sensational New Formula 


Find out more about the unique benefits offered 
by Apco Impact Coated Book and color-related 
“8 to 1” inks. Send for free 24-page illustrated book- 
let “Achievement in Increased Readership.” 


NOTE: If you'd like to see how the full color illus- 
trations above look on the other four colors of 
Apco’s IMPACT paper—plus a conventional process 
reproduction on white stock, for a pur- 


quest on your business letterhead, 


THE APPLETON COATED PAPER COMPANY 
APPLETON, WISCONSIN 


BLUE AND TO BLUE ON IMPACT AZURE BLUE-—-BAS!S 25X368-—80 
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You can achieve many exciting multi- + 
color effects with simple, economical 
two-color halftone/duotone printing on 
Apco IMPACT Coated Book and Cover. 


COATED 


Perhaps you never realized how much “natural- 
ness” of color can be created with Apco Impact 
Coated Book (and Cover) and its color related “8 
to 1” inks* in place of conventional black ink. And, 
if you’ve been a bit wary as to how your color jobs 
might come out on these subtle, softly tinted papers 
— just examine this insert carefully. It features 
Apco Impact Mint Green with its correct color- 
related dark Green ink. Note, no black is used what- 
soever. As you can see, the text and illustrations 
reproduce with these important qualities: 


® Typography takes on new clarity and legibility 


® Monochrome line drawings and halftones toke on an aura 
of new reality 


® Duotone illustrations take on amazing new “lifelike” depth 
and warmth realism 


® Full color illustrations become “alive” with naturalness be- 
cause they lose the flat, washed out high noon appearance, 
unavoidable with stark white papers and black ink. 


All printing on Apco Impacr Coated Book 
with color related “8 to 1” inks commands more 


K The mark of Rest{ul Reading 


BOOK 


e creates new reader interest 


e enhances “natural” color and 
tone fidelity 


¢ provides fascinating new effects 


attention because the eye is accustomed and attracted 
to its pleasing natural colors which are faithful re- 
flections of the daily color variations of sunlight. 


Apco IMPACT Creates Interesting ‘‘Atmosphere” 

Any pictorial mood can be emphasized for far 
more reader “impact” by skillful selection from the 
five Apco Impact Coated Book Colors:—Jonquil, 
Suntex, Coral, Mint Green and Azure Blue. To 
complement these non-glare “background” paper 
colors, one of four special “8 to 1” colored inks is 
used in place of black. Brown is used on Jonquil and 
Suntex papers; Maroon with Coral paper; Green 
with Mint Green paper and Blue on Azure Blue 
paper. No changes are required in art work, printing 
plates, or process color inks — excepting here, the 
black is replaced with the ink color related to the 
Apco Impact paper color. Naturally, any second 
or third color of your choice can be used for two 
and three color printing. 


*Inks formulated for correct 8 to 1 reflectance ratio 
when used with Apco Impact Papers 
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PRICING A 
MAIL ORDER ITEM 


Allen Joe Park of 205 Taft High- 
way, Signal Mountain, Tenn. (who 
revived and markets the one-handed 
clock Benjamin Franklin patented in 
1777) told us some time back that 
one mail order company sold more 
of the clocks than any other . . . and 
at a higher price. We asked Joe to 
get us the story. Here is part of an 
interesting letter from the president 
of Sturbridge Yankee Workshop, Inc.. 
Brimfield Turnpike, Sturbridge, Mass. 

There’s no real mystery about 
either the pricing or our success with 
the clock. The item is unusual, excel- 
lent, but of specialized appeal. Surely, 
it would make no difference to a per- 
son who wants a hand-made, one- 
handed mantle clock with its glamor- 
ous background, as to whether he 
pays three or four dollars more or 
less for it. The 10% tax made it 
utterly impossible to sell the clock 
at under $30 total, which would have 
been ideal, 

So we priced it simply at our regu- 
lar mark-up, deliberately making it 
add up to $34.65, an odd amount, 
which I feel adds conviction to the 
value. 

As to why we have sold the clock 
satisfactorily, I enclose one of our 
catalogues. The clock is the lead-off 
item—with plenty of copy and valu- 
able white space around it. Our cus- 
tomers are 100% Americana-minded. 
How could it fail to outsell competi- 
tion? 

Parenthetically, 1 feel this clock 
does not lend itself to space adver- 
tising because of the restricted appeal 
and the amount of space, thus high 
cost, required to explain it. It is 
distinctly a specialty item with appeal 
to a special qualified audience. To 
sum up, a good item, plus prominent 
presentation, plus a fair price, plus 
a hot appropriate list, adds up to 
direct mail selling. * 


HOW TO APPEAL 
TO THE LADIES 
IN PRINT 


When women have something to 
do with the purchase of the product 
—and it should be kept in mind that 
they do in most cases, either indirect- 
ly or directly—your printed piece can 
accordingly be made more effective 
by designing it with elements known 
to have feminine attraction. 

The specialists know that printed 
matter can be especially constructed 
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to entice the distaff purchase. Choice 
of paper, type, ink colors . . . all can 
play important parts in creating ac- 
ceptance and a receptive mood. For 
example, this issue’s “Typeface of 
the Month: Deepdene” has a definite 
aura of femininity. The use of pastels 
in choice of ink colors helps. Paper 
finishes that suggest softness are at- 
tractive to them. 

As far as the actual selling copy is 
concerned, let’s listen to an expert: 

Janet Wolff, copy group head for 
J. Walter Thompson, New York, 
author of “What Makes Women 
Buy,” tossed off some good clues at 
a past meeting of newspaper women. 
She said: 


“There is no typical woman, but 
a composite woman, showing basic 
similarities. 

“Woman is more astute hearing- 
wise. She hears interpretively . . . 
hears higher sounds. She smells in- 
terpretively, too. Though her strength 
is limited, she is healthier and out- 
lives a man. Her mental capacity is 
equal. She has a superior memory. 
She also possesses a verbal aptitude 
men don’t have.” 

“Women have high key emotions, 
but they have shock absorbers for 
them.” 

“Mentally women think in terms 


of feel. 


(Con't. next page) 


One machine to label 
postcards and magazines? 


Yes... and at cost-cutting high speeds up to 16,000 per hour! 
The Cheshire Model E adjusts easily to handle small postcards 
and envelopes ... middle-sized pamphlets and brochures... 
or even larger magazines, catalogs and quarterfold tabloids. 
Applies all types of labels, too (wide-strip, narrow-strip, con- 
tinuous pack form, cut or individual labels)... whether they’re 
pre-addresseJ from your punched cards, plates, stencils or 
other addressing systems. Compact... and easy to operate. 


CHESHIRE 


INCORPORATED 


descriptive brochure. 


The Cheshire Model E. 


Write for 
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get the 
professional 
approach 

to your 


DIRECT MAIL 


For a FREE roster of members 
of MASA, the professiondl 
creators and producers of 
BETTER direct mail, write to: 


mail advertising 


service association 


INTERNATIONAL 
622 5th St., N.W. 
Washington 1, D.C. 


INCREAS 


YOUR 
SALES 


POSTCARDS 
DIRECT MAILERS 
POINT OF SALE PIECES 


NOW! MESSAGE SIDE AVAILABLE 
IN 2 COLORS !! 

@ Postcards cost less than I¢ each. 

@ Top quality — winners of 9 straight 
L.N.A, Awards. 

@ Color proofs at no extra charge in 
all quantities. 

@ Prompt, efficient service. 


Send for 
FREE MERCHANDISING IDEA KIT— 


COLOURPICTURE PUBLISHERS, INC. 
400 Newbury Street, Boston 15, Moss 


“They personalize things.” 

“They are inward and _ intuitive, 
projecting themselves into other 
people’s worlds.” 

“A woman is interested in people 
and their feelings. She identifies her- 
self with others.” 

“She’s observant. Notices small de- 
tails.” 

“She has changed since Eve. She 
has new anxieties and frustrations. 
Automobiles, jet planes, suburbia, 
tax forms, education, appliances and 
self-service have all helped contribute 
to that change.” 

“She does things in terms of the 
family.” 

“She has more desires because of 
travel and mass media.” 

“She desires more than she can 
afford, hence credit plans, pay-as- 
you-go.” 

“When you're selling to her, re- 
member, she always likes the ‘new.’” 

—Reprinted from TIPS, monthly 
publication to printing buyers, de- 
signed to pass along the newest ideas 
in printing and typography. © 


FRAUDULENT 
MAIL ORDERS 


Seyeral times in the past, we've 
mentioned the increasing amount of 
loss suffered by mail order firms due 
to orders from petty crooks who have 
no intention of paying. Some operate 
under different names but from the 
same or nearly-the-same address. 
We've urged our mail order friends 
to teach mailroom employees to watch 
for “coincidence orders.” A note on 
the subject in the February Reporter 
brought the folowing response from 
our friend, Gerry F. Kenney, sales 
manager of Motor Book Department, 
Hearst Publications, 250 W. 55th St., 
New York 19, N. 

During the past 12 months, we've been 
plagued by a rash of fraudulent orders for 
books, and the number of these orders is 
increasing. 

So we have adopted a policy of sending 
photographic copies of suspected, unpaid 
multiple orders to the Postal Inspector in 
the city of orgin together with a short note 
asking for an investigation. 

Three such letters and investigations dur- 
ing 1960 have already resulted in two 
guilty pleas and one conviction. The most 
startling case involves a character in Mary- 
land who has used 5 addresses and 111 
names (12 on us) to order merchandise. 
The Postal Inspectors are building a case 
against him right now. 

It’s fine that a few of us can help stop 
some of these crooks after thev’ve fleeced 
us. But I believe there’s a bigger job to 
be done by the DMAA or The Reporter. 
That is, maintain a file to which (1) all of 
us might contribute “fraud” names and/or 
addresses immediately upon their discovery, 
and (2) we might refer periodically to 


prevent our being taken in by “frauds” who 
have already become known to others in the 
Association. 

The only other alternative would seem to 

be that we just accept being easy marks 
for a growing band of thieves who are tak- 
ing each of us for many thousands of 
dollars annually. 
Reporter's added note: Remember, postal in- 
spectors cannot collect unpaid accounts for 
you .. . but they will investigate and prose- 
cute any type of fraud in the mail . . . es- 
pecially people who are obviously “repeaters.” 
So we hope all of you mail order people will 
follow Gerry's suggestion. Report to local 
postal inspector in city from which suspect 
sends his order. Some regular group plan 
should be discussed at a New York Hundred 
Million Club meeting or at the next DMAA 
convention mail order departmental.@ 


FIFTY-ONE YEARS NEW 


The growth of the nation’s econ- 
omy is dramatically reflected in the 
1961 Thomas Register of American 
Manufacturers, whose 5lst annual 
edition is now being distributed to 
some 27,000 paid subscribers. The 
new Register is the largest ever com- 
piled, listing names of some 100,000 
business firms and 75,000 different 
product classifications in its more 
than 10,000 pages. Weighing 46 
pounds, the 1961 edition consists of 
four complete volumes, plus a 250- 
page finding index. More than 
380,000 changes in industrial data 
have been made since the 50th edi- 
tion was issued a year ago. In all, 
the new Register has more than 
13,000 advertisers, probably — the 
largest number ever to use a single 
industrial publication anywhere. The 
complete set costs $20. 


Picture shows Charles P. Lyding, 
vice president and editor of Thomas 
Register, with a copy of the first 
issue of the Register, published in 
1904, and the 1961 Register, consist- 
ing of four volumes and an index. 
(Sh-h-h-h note to public relations 
agency: Nowhere on your press re- 
lease is the address of Thomas Pub- 
lishing Co. Why? Incidentally, 
Thomas’ address is 461 Eighth Ave- 
nue, New York 1, N. Y.) 
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SORG’s EQUATOR INDEX BRISTOL Provides a 
“Sell-on-Sight” Background for Your Sales Message 


For a multiplicity of direct mail, business forms, or just plain every day uses, you'll be 
hard put to find a paper to compare with the versatility of Sorg’s Equator Index Bristol. 
When colors are needed for series mailings, or for color-key identification, Equator 
Index has them—six colors and white, to be exact. Where weight is a factor, choose 
from the four basis weights in which Equator Index is available. And if it’s a matter 
of economy, check the four stock sizes offered in Equator Index—for the one size 
bound to give you maximum finished pieces per sheet, with minimum waste. 

por 4... hen And don’t overlook Equator Index Bristol’s smooth, uniform, surface-sized finish— 
shows a range of pressroom and bindery charac. esigned to provide quick, trouble-free trips through the pressroom . . . and to put 
teristics. Call your Sorg distributor today! an extra eye-full of sales appeal in every finished piece. 


© Manufacturers ond Converters of Stock Line and Specialty Papers 
Offices in NEW YORK « CHICAGO « BOSTON « DALLAS « LOS ANGELES 
SORG STOCK LINES 
WHITE SOREX « CREAM SOREX + LEATHER EMBOSSED COVER «+ PLATE FINISH « EQUATOR INDEX BRISTOL + REGISTER BOND 
MIDDLETOWN POST CARD « 410 TRANSLUCENT «+ EQUATOR LEDGER + SORG'S BLOTTING « TENSALEX 
GRANITEX « PARCHTEX 


‘ce 
> COMPANY Middletown, Ohio 
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APRIL Direct Mail Days 
... and Related Events 


11 Champaign 


Champaign-Urbana, Illinois, Direct 
Mail Day. 10 a.m. to 4 p.m. at the 
Urbana-Lincoln Motor Inn, Urabana. 
Speakers plus exhibit of award win- 
ners. Tab: $3.50 for luncheon. 
ey Jack Thompson, creative director 

the Rylander Direct Mail Co., Chicago. 
Ray Lucas. Direct Mail Corporation of 
America, Chicago. 

Tables of Information headed by leaders 
in the business and educational field. 


12 Philadelphia 


All day at the Benjamin Franklin 
Hotel. Tab: $10.00 Contact Adella 
Uknalis, c/o Fenton Label Co., Coral 
& Buckius Streets, Phila. 24. 


it's clear to see! 
Positive attention and 


PRODUCTS CORPORATION 


101 West Forest Ave. e Englewood, N. J. 


Visualize your own sales messages, 
colorfully printed on sparkling, clear 
l plastic ... creatively combining your 


' colors, copy, letterhead . . . into a 


power packed direct mail advertise- 
ment. 

Transparency permits many unusual 
and unique effects .. . offers a new 
dimension in direct mail promotions . .. 


This CRYSTALETTER was 
created and processed for the 


GOODREN PRODUCTS CORP. 


101 West Forest Ave. * Englewood, N. J. 
LOwell 8° 0610 * Wisconsin 7* 4435 


STATE 


Speakers: Sylvia Simmons (Young & Rubi- 
cam) and Joan Throckmorton (Yime Inc. 
on “Creative Approaches to Direct Mail.” 

Arthur O. Dietrich (Minneapolis-Honey- 
wel) on “Direct Mail—The Overlooked 
Advertising Medium.” 

Mrs. Charlotte Montgomery, columnist, on 
“Mail vs. Female.” 

Circles of Information presided over by 
leaders in their respective fields. 


18 Kansas City 


DMAA Business Mail Seminar, all 
day at the President Hotel. 
Speakers: Jos. McGee, Jr, Old American 
Insurance Company, Kansas City. 

Earle A. Buckley, The Buckley Organ- 
ization, Philadelphia, Pa. 

Clifford A. Schaible, The Mead Corpora- 
tion, Dayton, Ohio. 

Dale Ecton, TWA, New York City. 

Cal Estes, Conde-Nast, New York City. 

(Full details on DMAA pages) 


19 Chicago 


Direct Mail Day, all day, at the 
Sheraton Towers. Sponsored by the 
Mail Advertising Club of Chicago. 
Speakers: C. E. Blackwell, Reuben H. 
Donnelley Corp. 

Richard P. Trenbath, Mail Advertising 
Club of Chicago. 

George W. Head, National Cash Register 
Company, Dayton, Ohio. 


THE REPORTER OF DIRECT MAIL ADVERTISING 


Virgil D. Angerman, Columbia Envelope 
Company. 

W. B. Prophet, Jr.. O. E. Melintyre, Inc., 
New York. 

Thomas Tucker, Campbell-Ewald Co., 
Detroit. 

Earle A. Buckley, The Buckley Organ- 
ization, Philadelphia. 

Afternoon session will feature four 
concurrent panel sessions—Consumer 
Sales Promotion, Industrial Mail. 
Selling By Mail and Fundraising. 


25-27 Philadelphia 


Fourth Annual Conference of the 
Saies Promotion Executives Associa- 
tion, at the Benjamin Franklin Hotel. 
$75.00 for members and $95.00 for 
non-members. Details from SPEA, 
Suite 206, 1212 Chestnut Street, 
Philadelphia 7, Pa. 

Speakers: B. B. Goldner, Director of School 
of Creative Thinking, LaSalle College. 

Solomon Dutka, President, Audits and 
Surveys Company. 

Arthur O. Dietrich, Manager, Advertis- 
ing & Sales Prom., Minneapolis-Honeywell 
Regulator Company. 

Milton Margolis, Vice President, Kenyon 
and Eckhardt. 

G. Hansen, Assistant Direc or, Mer- 
chandising Services, Johnson & Jc inson. 

Hugh Gyllenhaal, Associate, Man :gement 
Development Associates. 

Earle A. Buckiey, The Buckley Organ- 
ization. @ 
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Hoyt 


they were unheard of just a decade ago! 
we 
at to 
fill in 
drop it in the mail, and our new GOODREN 


Brochure will be on your desk in a few days. 
We'll wager you'll be wanting additional copies, too! 


Since that time, 
of them directed 


plastic promotional material. it really started back in 1952 . . . when we introduced “GOODSTIX”, 
the original self-sticking, clear plastic window sign. 

have 

yey 

the 


to every sophisticated and promotional purposes, printed plastics 

Here 
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AERIAL SURVEYS 
SOLD BY MAIL 


A one-shot mailing by the Hunting 
Survey Corporation Ltd. of Toronto 
provided them with 436 leads at less 
than $2.00 each. The leads repre- 
sented prospects for aerial surveying 
of the Canadian landscape to deter- 
mine the best routes for highway 
construction. 

The mailing consisted of a striking 
red-and-black outer envelope enclos- 
ing a letter, reply card, and a busi- 
ness reply envelope. It’s reported that 
sales from the inquiries have been 
excellent. 

This case history is the first in a 
series of successful direct mail cam- 
paigns to be written up and published 
in portfolio form by The Envelope 
Makers Institute of Canada, 55 York 
Street, Toronto 1, Ontario, Canada. 
The portfolio is an 11 x 17 folded 
blue sheet carrying copy. A pocket 
pasted to the third side carries a 
sample of the mailing package used 
by the subject. 

While the story emphasizes the 
role of the envelope in the campaign, 
the case history approach is interest- 
ing. The story of Hunting Survey’s 
campaign was weakened by _ inade- 
quate discussion of the lists used, but 
in general this is a series worth 
seeing. 

You might write to Ivan Moffitt, 
Secretary of the Institute at the above 
address and ask to be put on_ the 
mailing list. There is no charge.e 


ACTIVITY IN 
ADVERTISING 
EDUCATION 


There’s plenty of activity right 
now in the area of teaching direct 
mail—both to educators and to prac- 
titioners, 

The Direct Mail Club-Detroit, 606 
Michigan Bldg., Detroit 26, Michi- 
gan, recently held a ten session di- 
rect mail seminar for the beginner 
and/or pro who wanted to learn more 
about direct mail. Course started 
February 13. Among the speakers 
were Colin Campbell (Campbell- 
Ewald), Thomas Tucker (Campbell- 
Ewald), Ed Baranowski (McGraw- 
Hill), Orville Reed, Stuart Friderich 
(Friederich, Frisbie and Cox Inc.), 
William Clawson (Harris Intertype), 
Paul Sampson (Sampson - Hill and 
MASA president), Julius Bernard 
(Ross Roy-Brooke, Smith, French 
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AN R-L MAILING LIST PAYS OFF BIG 
BECAUSE IT GUARANTEES 2% MILLION 
PROSPECTS WHO HAVE 
ABOVE-AVERAGE INCOMES! 


It’s simple logic: 
They can’t spend it unless they have it. 
Stock market investors have it. 
Proof? An official census of shareowners shows 
that the average shareowner has a household in- 
come of $7,000. 
Available to help you sell more prospects more 
profitably is an accurate, up-to-the-minute R-L 
Mailing List containing the names of 24% million 
stock market investors. 
Reach the prospects with the ability, as well as 
the desire, to buy. Write or telephone for further 
information today ! 

DIRECTED MAILING LISTS FOR 


=r DIRECT MAIL 
ADVERTISERS 


RAYMOND-LOEW ASSOCIATES, Inc. 


52 Broadway, New York 4, New York, WH 4-4487 
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Up te 3 inches $35“ 5") 
Mo 

Incledes 
Total Cost 


CREATIVE ADS, BOX 8480, PGH. 20, PA. 
CIMMICK MAILINGS 
LIVE FLOWERS 
PLANTS * SEEDS + BULBS 
ORCHAWAI! 
HQ: 305 7th Ave, N.Y. 1, NY + OR 5-6500 
BR: 30 W. Wash, Chi. 2, Ill, + AN 3-6622 


Tes Successeu 
MAILING PIECE/ ANNOUNCE NEW 
PROOUCTS, STORE OPENINGS. SPECIAL 
EVENTS, INVITATIONS, PRICES... WHENEVER 
vou want action. FREE SAMPLE/ 


MARVIC ADVERTISING CORP. 


sWHEN YOU 


COPYWRITING STUDIO 
Confidential Work 


Add 26 copy exoerts to 
your stoff—but not to 
your poyrolli—get a 
top creative team for o 
pre-egreed per-job fee. 
Persuasive Communication 
any kind — any medium 


270 madison ny 16 


WHOLESALE FOR 1961 


Now available is the 1961 edition of 
“HIGHLIGHTS ON WHAT'S NEW WHOLESALE.” This 
guide contains the latest in housewares, toys, 
giftwares, hardware, luggage, notions, nov- 
elties. There is also a special drop-ship sec- 
tion. Price is $1.00 from: 


EXCLUSIVE BUSINESS REVIEWS 
115 West 30 St., Dept. A47 New York 1, N.Y. 


DESIGNED... 


Z—< LETTER 


FORMERLY RESPONDA.LETTER 
The Letter With 
The Built-in Reply Form 


CABOT'S PROMOTIONAL AIDS, INC. 
910 W. Van Buren St. MO 6-9878 Chicago 7, Hil. 


and Dorrance) and Robert Y. Robb 
(Wayne State University). 

All phases of direct mail were 
covered, and the sessions included 
a tour of the Sampson-Hill Plant. The 
Adult Education Department of 
Wayne State collaborated with the 
Direct Mail Club in arranging this 
seminar. 

The American Academy of Adver- 
tising, made up of over 200 adver- 
tising educators, will hold their an- 
nual convention at the University of 
Washington in Seattle from June 25- 
June 29. Members and non-members 
of the association are invited to at- 
iend. Full information available by 
writing Billy I. Ross, University of 
Houston, Houston, Texas. 

Meanwhile back at the (DMAA) 
ranch, Fred Messner’s Educational 
Committee has started work on its 
project to get more direct mail taught 
at more colleges and universities all 
over the country. Preliminary queries 
to educators have been encouraging. 
and with a favorable response from 
advertising educators throughout the 
country, the committee hopes to sup- 
ply them with course outlines, career 
booklets, guest speakers for lectures 
and the like. ¢ 


A Topeka, Kansas, tax assessor recently 
ran across the newest and best answer yet 


te the question on the assessment blank: 
“Nature of taxpayer.” The answer: “Very 
mean.” 
From Press Proofs, h.m., of Brooklyn 
Press 


DESIGNED . . . 


FORMERLY LETTER 
be Letter With 
The Built-In Reply Form 


CABOT'S PROMOTIONAL AIDS, INC. 
910 W Van Buren St. MO 6-9878 Chicago 7, JI! 


plication. 


PRICES NOW. 


operate and maintain. All bundles and packages can be 
automatically tied without any adjustment. 8 to 24 ply 
twine, as well as tapes and braids can be used. Several 
models to choose from. LET FELINS CUT YOUR 
MAILING COSTS. WRITE FOR CIRCULARS AND 


FELIN 


SPEED TYING OF OF OUTGOING 
SAVE TIME-LABOR-TWINE 


TIE LETTERS - PARCEL POST - CHECKS 
PAPERS - CIRCULARS - LABELS - 
with a AUTOMATIC PAK-TYER 


There is an ALL-PURPOSE PAK TYER for every ap- 
Ten times faster than hand tying. 


BOXES 


Easy to 


TYING MACHINE CO. 


ANTIDOTE 
FOR BAD NEWS 


Here is a suggestion from Cleve- 
land’s William Feather in his always 
stimulating house magazine: 

My escape from the disquieting news of 
the world is to muse about the things that 
make existence bearable. 

I am thinking of food, flowers, sunshine, 
grandchildren, books, pictures, clothes, mu- 
sic, oceans, and lakes. 

When the big news is the worst, a vase 
of fresh flowers, a couple of cocktails, a 
filet mignon, a cut of hot apple pie, and 
a pot of coffee, with the FM radio tuned 
low, soothe my depressed spirit. 

Life offers such a wide variety of good 
things that we should make a special effort 
to enjoy them, even though we have to 
ignore the state of the world. 

After a reasonable period of musing, I 
feel good and thereupon tune in a news- 
cast, eager once more to face the facts.® 


MAIL ORDER 
MARKETING ADVICE 


“There is no geo;raphy to 
Brains!” shouts the main copy theme 
in a piece recently received from 
Money Makers. Inc., marketing coun- 


sellors, 1302 N.E. 116th St., Miami 
38, Fla. The piece, page 4 of Harry 
Singer’s Money Making newsletter, 


invites 100 non-competing companies 
to sign up for monthly mail order 
marketing advice from no less than 
ten top experts in their respective 
fields, 

After describing the ten experts 
(description only, no names} the copy 
reads as follows: 

“Our combined services are now 
available to you on an advisory basis 
VIA THE U.S. MAILS for a cost so low 
you can't afford to do without us. 

“You are invited to contract for our 
combined services for the next 12 
months only at a cost of $2,500, pay- 
able at the rate of $208.30 per month 
(in advance). First and last month’s 
checks payable to MONEY MAKERS, 

). Your entire cost is $2,000 if 
paid in advance. Satisfaction guar- 
anteed or money refunded with no 
questions asked. 

“You are then invited to write ONE 
letter a month, outlining one market- 
ing problem and what kind of help 
you want. Within 2 weeks, you will 
receive our interpretations and _rec- 
ommendations in writting. We will 
also analyze (field test it for a small 
extra fee) your advertising, direct 
mail and sales letters.” 

The copy in this piece calls the 
venture “an unprecidented experi- 
ment,” which it is. It also may well 
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YOU READ BETWEEN THE 


Your customers certainly do. When a hi-fi enthusiast studies your 
catalog, he sees more than just text and pictures. Unconsciously he is 
reading between the lines for evidence of your company’s character. He 
looks for the quality image that only a good printer can help you achieve. 
Select your printer carefully — and early in the planning stage. Very 
likely he will specify a Warren paper, because he’ll get better results — 
and so will you. S. D. Warren Company, 89 Broad Street, Boston, Mass. 


Fine printing papers for advertising literature and the publishing of books. 


Warren's) printing papers make a good impression 
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DINNER & KLEIN 


FREE DIRECTORY OF 
STATE of WASHINGTON 


MAILING LISTS 


WRITE FOR YOUR COPY 


DINNER & KLEIN, inc. 


206-3rd S. - SEATTLE 4, WASH. 


“HELLO, MOTTO MAN — 
COME IN, JACK” 


Clients who use the motto direct mail cam- 
paign tell us their salesmen don't cool their 
heels in reception rooms. They get a quick, 
first-name welcome even from strange pros- 
pects called on for the first time. The motto 
mailings pave the way for friendly relations, 
effective sales talks, more orders. If the cam- 
paign fits you we'll propose a six month test 
use with money back guorantee if results aren't 
up to expectations. Ask for information on 
your business letterhead. 


LET'S HAVE 
BETTER MOTTOES ASSOCIATION 
2127 Eost Ninth St. 
Cleveland 15, Ohio 


IS ANYBODY LISTENING? 


if you are old enough to remember that radio 
byline you are old enough to appreciate ‘Direct 
Mail Briefs From Gringe.”’ it's a monthly news- 
letter many people find interesting and useful 


if you don’t mird an occasional mild commercial, 
you'll enjoy four minutes of chatter with an idea 
here and thore that you can see. Costs nothing 
Write today. 


PAUL J. BRINGE, INC 
219 E. MICHIGAN STREET. 
MILWAUKEE 2, WISCONSIN 


EVERY STYLE 


305 ST. 17 Pi 3.4943 


An Ad Agency that loves DIRECT MAIL 


Many agencies don't want to “‘monkey’’ with 
MAILVERT'SING. (Some don't have the know- 
how). Direct Mail is no stepchild here! We co- 
ordinate space advertising with it 


“That Fellow Bott” 


Leo P. Bort, Jr., 64 E. Jackson, Chicago 


- SALES LETTERS, la femme! 


If your market is women (and 
whose isn’t) it’s more persuasive 
to have a lady write them. Soft 
sell, hard sell, middle-of-the-road 
sell. Repro & Mailing Service, too 
LUISE STORZ/and Staff 
22 West Madison Street 
Chicago 2, Illinois 


23,000 HIGH SCHOOLS — 
Names and addresses on addressograph plates. 
Available for addressing your direct-mail 
promotions. 
For complete details, write, wire or phone. . . . 
SPECIAL CORRESPONDENTS, INC. 
230 East Ohio Street 
Chicago 11, Illinois 
DElaware 7-1065 


be successful, But several nagging 
questions come to mind. 

Ostensibly created for the small 
businessman, who cannot afford $25,- 
000 a year advisors, how do the 
promoters expect to part the prospect 
from his $2,500 in return for inter- 
pretations, analysis, and recommen- 
dations? Most small businessmen (the 
successful ones, that is) seem to be 
parsimonious budget hawks who sur- 
vive year after year on sound judge- 
ment, inate instinct and plain good 
luck. It’s hard to see them needing 
this service. As for the unsuccessful 
businessman, it's equally as difficult 
to imagine one letter a month solving 
his problems if in fact, he could 
write the one letter. There are count- 
less examples of businesses left by the 
wayside, not because the owner didn’t 
know the solution to a problem, but 
because he was unaware of what the 
problem was. 


CAMPAIGN TO CUT 
THE COST OF 
COFFEE BREAKS 


The Ebco Manufacturing Co. of 
Columbus, Ohio, manufactures Oasis 
Water Coolers. They do not sell di- 
rect to customer, and therefore de- 
pend heavily on their distributors 
and rental companies for sales. 

Their agency, Geyer-Morey-Madden 
& Ballard (931 Third National Build- 
ing, Dayton 2, Ohio), has created a 
program of three separate direct mail 
campaigns per year. The current 
campaign is made up of three self- 
mailer folders that carry through 
Ebco’s national advertising theme: 
“Discover the Secret.” is the teaser 
on the cover... “To Time Saving 
Coffee-Breaks with an Oasis Hot ‘n 
Cold Water Cooler.” The inside story 
elaborates on how the Hot ’n Cold 
Water Cooler cuts coffee-break time 
in half by furnishing piping hot 
water for instant coffee and several 
other hot beverages. 

Clipped to each folder is a packet 
of instant coffee with the suggestion 
to “Try this sample, It’s Good.” 

The folders, ordered in sufficient 
quantities by the distributors and 
rental companies, are addressed to 
their lists of office managers, board 
chairmen, purchasing agents, etc. 

The folders urge recipient to tear 
off the postage-paid return card and 
mail it for a free beverage offer 
(Hospitality package of 100 assorted 
instant beverages. LOO cups. 100 
spoons) and a free booklet which 
gives information how to cut coffee- 
break costs 50% or more. Back of 
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the folders are imprinted with the dis- 
tributers, or rental companies’ name 
and address. 

There are about 1000 distributors 
and rental companies throughout the 
country that handle the Oasis cooler. 
They purchase the pieces through a 
cooperative plant at a slightly lower 
figure than Ebco’s actual cost. 

This dealer direct mail program is 
supported by space advertising from 
Ebco carrying similar art and copy. 
These ads appear in Time, Newsweek, 
Fortune and others. 

All direct mail is merchandised to 
distributors in a colorful broadside 
which, in turn, announces the new 
sales incentive plan for the coming 
year. E, G. Pierce Il, Ebco’s adver- 
tising manager, says that a growing 
percentage of salesmen participate in 
the incentive plans which earn them 
prizes described by Ebco in a catalog 
included with the broadside. 

Over the past ten years, Ebco’s 
sales have grown considerably and 
they now enjoy a large share of the 
market. According to Mr. Pierce the 
enthusiasm with which the dealer 
help mail campaigns are received 
both by distributors and by the even- 
tual prospects has been an important 
factor in this success story.e 


...to time-saving coffee-breaks 


an Oasis Hot 'n Cold QD 
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Coffee 


IT’S GOOD! 
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The letter with 40% pull added! 


Your letter is in his hands — his time is yours 
for the moment. But will he take the action you 
want? He will in this case because he’s reading 
a Reply-O-Letter! 


Reply-O-Letter has everything “built-in” but a 
mailbox. A special pocket holds a self-addressed, 
stamped and return-addressed reply card ; nothing 
to fill-out, sign or stamp. He reads...pulls...mails 
...and another possible becomes a very probable. 


Reply-O-Letter gives you all the results you 
usually get-—PLUS 30 to 50% MORE! Its cost 
is less than a conventional multigraphed filled-in 
letter with a card loosely enclosed. Further, the 


talents of our writers and our artists are at your 
disposal at noextra cost. They know their business, 
as 26 years of outstanding direct-mail success 
have proved and over 400 clients will attest. These 
400 know that the “letter with the Built-In reply” 
produces best results, mailing after mailing. One 
user says, “If it’s not a Reply-O-Letter it’s like a 
suit without pockets.” Let Reply-O-Letter help you. 


Send for our booklet, complete with case histor- 
ies, today. On your letterhead, please. 
+ 


A > 
REPLY-O-LETTER | 
5 Central Park West, New York 23, N.Y. %, 


Offices in principal cities in the United States, 
Canada, England and Australia, 
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by PAUL BRINGE 


Here is one of those letters that can 
be used by any business. Just talk 
about your own product in the third 
paragraph and you are all set. 
Whether or not the letter brings a 
response is another question. | can- 
not imagine anyone being moved to 
call the McCreedy Studio because of 
this letter. 

The first two paragraphs take a 
3 tired idea and try to build it into the 
“i need for a specialist. It’s unfortunate 
mad that the writer talks about physical 

. ailments — this will surely make the 
reader feel just dandy on a dull 
Monday morning. 


Then comes that third paragraph 
oe that makes the photo retouching art 
YS seem like a very dull thing indeed. 
a This letter was sent to firms who 


use photo retouching primarily to 
make their products more saleable. 
The buyer is not interested in repair- 
ing. restoring or changing a photo - 
he is interested in sales and that is 
the only reason he might want photo 
retouching done. The letter does not 
even approach that hot spot in the 
buyer’s thinking. 

Do you like to talk about QuAL- 
ity? So many people do. It’s a nice 
general word, very abstract, that 
won't do a thing for a reader except 
make it easier for him to yawn. I 
doubt that any product, anywhere, 
has ever been bought primarily be- 
cause of quality. A buyer might con- 
sider quality after he has decided he 
wants the product or service but it 
will never move him initially. 

There is an old rule that says, 
“Never write a sales letter until you 
have a buyer's reason for writing it.” 
The only reason this letter was writ- 
ten is because “something must go in 
the mail this month,” and this is the 
result. When there is no idea behind 
a letter it will inevitably be a collec- 
tion of platitudes strung together. 

The rewrite tries to talk about the 
reader's product in terms of what it 
takes to sell it, which is his primary 
interest. Every manufacturer thinks 
his product has virtues the prospect 
seldom sees. He tries by every means 
he knows to point up the advantages 
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INTEREST CODES 
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MR. 


WM. H. 


JOHNS 


J. B. ANDERSON CO 
1472 NORTH BROAD = ~ 


DETROIT 2, MICHIGA 3 


With Scriptomatic methods your customer record 
cards serve also as your address masters. Scriptomatic 
represents the perfect marriage of punch-card proc- 
essing and addressing equipment. No other addressing 
system combines such data-writing versatility and 
production economy. 


Want Flexibility? Your Scriptomatic Machine will 
selectively address, skip, sort, and count your lists, 
- without disturbing file sequence. 
Want Simplicity? Any typist can prepare your master 
on an electric typewriter. Scriptomatic addressing ma- 
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See Scriptomatic...OEME SHOW...New York Coliseum, April 17-21 


Model 101 
SCRIPTOMATIC, INC., 1111 Vine Street, Philadelphia 7, Pa. / Modern Addressing-Data Writing Mi 


chines print at high speeds directly to almost any size 
or shape mailing piece. 


Want Economy? Use card masters instead of stencils 
or plates. Save time typing masters. Eliminate dupli- 
cate lists. Cut filing space requirements by 75%. Get 
automatic in-filing, segregation and counting as by- 
products of your addressing runs. 


Look into the Scriptomatic model that fits your re- 
quirements. Request detailed data and case histories 
in your field today. Your inquiry will be promptly 
processed. 
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of his product. Photo retouching is 
one of the ways he can do this so he 
must be interested providing it is 
called to his attention. 

Notice how the rewrite uses the 
last line to re-emphasize the opening 
statement. This is always worth doing 
when it can be done gracefully. Your 
opening statements should be your 
strongest sales points. Bring your 
reader back to them whenever you 
can, @ 


RANDOM THOUGHTS 
ABOUT MAILING 
INGREDIENTS 


Reporter’s Note: We liked this sen- 
sible answer to a question . . . pub- 
lished in interesting Mail Marketing 
Newsletter issued by O. E, Melntyre, 
Inc., 375 Park Ave., New York 22, 
Be 

In a recent meeting with some 
agency creative people in Detroit. we 
were asked whether an envelope with 
a teaser pulls better than an envelope 
without a teaser. The question was 
posed like this: “What’s the differ- 
ence in response — 10%, or 
what?” 

Our rejoinder: “What's the word- 
ing on the proposed teaser?” 

People who haven’t had experience 
in producing measurable 
seem to look to mail-order practi- 
tioners for irrevocable rules on format 

a sort of “open sesame” to a realm 
of magic. 

Let me hasten to state that there 
is no such magic. The most important 
factor in determining response in di- 
rect mail is the offer. Second most 
important is the way the offer is pre- 
sented and clothed. All words and 
pictures aren’t the same in direct mail 
—any more than they are in space 
advertising. (You wouldn’t find a re- 
sponsible agency creative man stating 
that “a big picture with short copy 
is 10% better than a small picture 
with long copy.” when he’s talking 
about a full page in Lire! Such an 
axiom couldn't be stated without con- 
sideration of the specific copy, pic- 
tures, and product.) 

The essential ingredients in a suc- 
cessful mailing are salesmanship and 
showmanship. If you know any iron- 
clad formula for insuring that these 
two elements will be in all the printed 
material you mail, we'd like to know 
about it, Such a formula would mean 
that you could get rid of your art 
directors and copywriters—and turn 
the creation of mailings over to 
printing buyers and production 
men! ® 
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The “Report’”’ Heard ’Round The 
Board Room 

The mail this month included three 
items which can be of value to you. 
The first two were research studies 
on annual reports, company publica- 
tions whose accouchement is usually 
attended with more pomp, circum- 
stance, and business family involve- 
ment than the birth of a first child 
to a 16th century monarch. 

The first of these studies was a 
nifty little eight-page, nattily-attired 
piece prepared by the E. F. Schmidt 
Co. of Milwaukee, lithographers who 
make a specialty of designing and 
printing annual reports. The Schmidt 
Co. has waded through many annual 
reports with a critical eye, condensed 
their observations into a small amount 
of type and in a few pages, presents 
a profile of what the well-dressed 
well-spoken, well-read annual report 
looks and sounds like. 

This little study also contains some 
suggestions to help make your annual 
report heard like a large calibre can- 
non rather than a toy popgun. The 
two sections that lured, then fixed. my 
pupils were devoted to “Departures 
from Convention” and “The Cor- 
porate Image.” Both contained a 
number of ideas. There isn’t enough 
space to present all of them. But here 
are a couple of excerpts that might 
just whet the whistle of your interest: 

(1) “The Tone of The Writing: 
It’s an odd thing, but many warm 
and friendly individuals sound like 
stuffed shirts when they write a busi- 
ness letter. Although the President’s 
message of an annual report is not 
a business letter, the same criticism 
can be leveled against it. 

“In only a surprisingly few cases 
did the message come through in 
plain English. Too often the ‘letter’ 
—as well as much of the writing 
throughout the report—was formal, 
cliche-filled, and maddeningly unin- 
telligible to the average reader. 

“Those who took the time to write 
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in a down-to-earth, easily read style, 
undoubtedly received the full atten- 
tion of their readers because the 
material was interesting—often fas- 
cinating.” 

(2) “The Corporate Image: : 
Many annual reports today, which 
are models of precise typography 
containing everything an analyst 
wants to read, are still cold and aloof 
to the small shareholder whose in- 
vestment dollar is sought after.” This 
section then continues with sugges- 
tions to build “an image of a human- 
ized company.” 

If you are involved with the annual 
headache of preparing an annual re- 
port, I suggest you write to the E. F. 
Schmidt Company, 3420 W. Capitol 
Drive, Milwaukee 16. and request a 
copy. The company says they will be 
glad to provide copies. free of charge. 
as long as they last. 

The second study on annual reports 
I received was a “whopper” prepared 
by the American Management Associ- 
ation. (Non-members of the AMA 
can get this for $4.50 by writing 
the American Management Associa- 
tion, 1515 Broadway, Times Square, 
New York 36, New York.) This study 
is far too comprehensive (112 pages) 
to even begin to review in this space. 
It is divided into three sections: Part 
I, Steps in Producing the Annual 
Report; Part 2, Contents of Annual 
Reports: Part 3, Exhibits. Among 
the vast amount of material in this 
study, I found the following interest- 
ing. although not necessarily the most 
valuable: 

(1) “Few of the (annual) reports 
submitted in the survey have any 
unusual features in format. Among 
those which did, however, the most 
novel was a report printed as a 
newspaper supplement and distrib- 
uted as a newspaper supplement 
as a separate section of The 
New York Times. Other reports in- 
cluded samples of company products: 
a polyethylene-coated cover; pages 
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= Let us show you how 
mm into new markets — INTRODUCE new products — LOWER selling costs! 


A RETURN-A-CARD Campaign, coordinated with your scheduled advertising and 

your regular sales promotion efforts, can: 

@ Get more leads for your salesmen... 

© Penetrate new territories in advance of scheduled sales calls . . . 

© Introduce new products on a market-by-market basis . . . 

© Keep prospects and mailing lists up to date . . . 

© Promote dormant accounts in a busy marketing area... 

© Help cover large sales territories where dollar volume does not warrant addi- 
tional men for saturation . . . 

© Supplement trade ads or promote consumer campaigns to the wholesale or 
retail level by offering tie-in display material, etc. 

© Promote customer lists to keep them sold or introduce new products . . . 

A short note on your letterhead stating your particular marketing problems will 

rtfolio of SUCCESSFUL SALES LETTERS. No obligation, of course. 


PLANNING 


Your choice of 5 successful 
formats to help meet any 
marketing need! 


REGULAR 8¥2x11 LETTER—For nor- 
mal selling situations requiring full 
sheet size to contain copy, illus- 
tration, etc. 


MONARCH LETTER—Where copy is 
-_ or personal approval is de- 
rable. 


RETURN-A-GRAM—Very successful 
for short, concise messages where 
feeling of urgency is desired, Bufi 
colored stock and envelope. 


SELF-MAILER—Two sizes:11x17 or 
9x12. Ideal for circular-type prome- 
tion, with many illustrations or 
much copy. Also can be in 

into baronial-type envelope for 
“something different” approach. 


MEMO FORMAT—Successful for 
casual, reminder-type promotions, 
or mailing-list-correction mailings, 
where soft-sell is es: catial. 


ALL FORMATS AVAILABLE PRINTED 
ON ONE OR BOTH SIDES ON WHITE 
OR COLORED STOCK, WITH EITHER 
art CARD OR ENVELOPE AT- 
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THE 
BEST 
DIRECT 
MAIL 


BEGINS WITH 


FINCH 
OFFSET 


Its superior qualities of 
brightness, finish and 
formation give you out- 
standing printability. Its 
remarkable economy 
lowers your cost per 
inquiry. Order FINCH 
OFFSET now from the 
paper merchant in your 
area. 


FINCH, 
PRUYN 


AND COMPANY INC GLENS FALLS N ¥ 


20 GLEN ST., GLENS FALLS, N.Y. — PHONE RX 3-2541 


LOOKING FOR 
DIRECT MAIL 
TALENT? 


If you have a top-drawer direct 
mail job to offer and wish to find a 
direct mail expert, use the HELP 
Wanted section of The Reporter of 
Direct Mail Advertising Magazine. 


Rates: Situation /Help Wanted — 
$1.50 per line (minimum 4 lines). 


For Classified Display Rates, write: 


E. P. BALDWIN 
Adv. Manager 


THE REPORTER OF DIRECT 
MAIL ADVERTISING MAGAZINE 


224 Seventh Street 
Garden City, L.1., N.Y. 
Pioneer 6-1837 


of company made paper; an acetate 
overlay carrying an imprint by a 
company subsidiary; and an inserted 
bookmark constructed of several 
forms of a new plastic produced by 
the company.” 

(2) “The lowest cost per copy re- 
ported by a responding company was 
seven cents. This report is a 16-page 
four-color report; 15,000 copies of it 
were reproduced by means of lithog- 
raphy. The costs of several other re- 
ports were close to this low. The 
highest cost per copy reported by a 
responding company was $3.00. The 
number of copies printed was not 
stated, but the report contained 20 
pages, carried a four-color cover with 
two-color inside pages and was re- 
produced by letterpress.” 

(3) “One of the 100 reports an- 
alyzed is inserted in its entirety in 
the employee house organ of the 
company. This report, which contains 
much of the usual information, re- 
tains its own front and back covers 
and can be removed intact from the 
employee publication. This issue of 
the house organ carries an article 
entitled ‘How to Read an Annual 
Report,’ with a general highlights-of- 
the-year section. This format is par- 
ticularly useful to both stockholders 
and employees. It gives the stock- 
holders or financial analyst an oppor- 
tunity to see the house organ without 
the necessity of keeping it. The 
employee, on his part, is afforded an 
opportunity to see the report and 
also, perhaps to understand it better 
thus presented than he would if it 
were given to him separately.” 

This AMA study is done in depth 
and should prove valuable to you. 
One final thought: The author, Miss 
Elizabeth R. Floyd, was unable to 
expand this thought because of the 
nature of the report, but I sure wish 
she had: “The high rank and number 
of executives who take part in this 
work are readily understood when 
it is recalled that the annual report 
is a communication from top manage- 
ment to the owners for the primary 
purpose of telling them how the 
business has prospered under _ its 
leadership during the past year. It is 
the voice of the managers justifying 
their work: it is their report. This 
involvement of top management, how- 
ever beneficial in its over-all effect. 
does not always lead to the most 
efficient method of preparation or 
prodace the best report.” 


Dwight Writes 


The third item |] received in the 
mail was from Dwight Rockwell, Jr. 


of Mead Paper Company. It started 
out with an intriguing “makes-you- 
want-to-read” headline which said: 
“RippLte: What great product of 
U.S. industry is standard equipment 
in millions of American homes but 
is rarely sold?” Naw! You're ’way 
off. Says Mead Paper, “ANSWER: 
The house magazine. Except in rare 
cases, the house magazine, or company 
newspaper, cannot be purchased. Yet 
it has become an important addition 
to households through the nation as 
shown by its phenomenal rise in 
circulation since World War II.” 

Then Mr. Rockwell continues: 
“Since the first company publication 
was presented, circa 1840, this key 
management tool has undergone 
many important changes. Initially, its 
primary objective was to keep em- 
ployee moral high by reporting on 
such intimate subjects as workers’ 
birthdays, marriages, promotions, 
sports prowess and other similiar 
chit chat. But World War II and the 
growth of the labor movement 
brought demands for additional, more 
important news from the top manage- 
ment level. 

“That demand is being satisfied 
today, thanks to a corps of daring, 
imaginative editors who have whipped 
their newspapers or magazines into 
powerful communications, weapons. 
They still provide their readers with 
the ‘family touch’ by using social 
items about the employee. his com- 
pany and his family. 

“But they also present stories, edi- 
torials and symposiums on _ issues 
which hit their special reader audi- 
ence right between the eyes. Here are 
some typical house magazine story 
headlines: ‘Revised pension plan pro- 
tects against inflation.’ ‘7 steps to 
success in meeting competition and 
protecting paychecks.’ “Should local 
government support either side in 
contract negotiations between compa- 
ny management and union officials?’ 

“Other stories have dealt with, and 
are still dealing with such controver- 
sial subjects as automation, layoffs 
and safety facilities at industrial 
plants. Some of the more courageous 
editors have even printed stories on 
the achievements of rival companies 
in an effort to spur greater production 
by their readers. 

“But U.S. industry is faced with 
more than just the problem of pre- 
senting the news that will best serve 
the interest of their 70-million poten- 
tial readers. They must also find the 
best attention-getting means of dis- 
playing the kind of news that will 
continue to maintain close employer- 
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employee ties. Here too, they are 
succeeding, as indicated by this esti- 
mate made by the International 
Council of Industrial Editors: ‘The 
national circulation per house maga- 
zine issue is more than 160,000,000, 
more than 2% times the total per- 
issue circulation for all daily news- 
papers in the United States! 


“It is estimated that industry 
spends over $1 billion annually to 
put out ‘internal’ company publica- 
tions — representing 65 per cent of 
its total circulation and aimed pri- 
marily at an employee audience, and 
‘external’ publications -— sent to cus- 
tomers, stockholders and _ friends 
representing 18 per cent of total 
circulation, and other miscellaneous 
combinations of the two. 


“Some of the giant corporations 
publish over 30 company publications 
every year. Many of these are slick- 
magazine type editions which far 
outshine some of the finest news-stand 
publications. Other types of news car- 
riers are mimeographed sheets, tab- 
loids and full-size newspapers. These 
are printed by letterpress and offset 
processes, with other forms of print- 
ing comprising a small percentage of 
production.” 


All of this was Dwight Rockwell's 
way of building up to an announce- 
ment we're glad to repeat: From 
April 3rd to April 21st (9 a.m. to 
5:30 p.m., Mondays through Fridays) 
Mead Papers, Inc., 230 Park Avenue, 
New York, will be the scene of the 
fourth annual “Company Publications 
Exhibit.” Here, for just the expendi- 
ture of some time, you can get a 
look at some of the finest examples 
of company publications. If you're 
really interested in what others are 
doing and want to come away with 
a mind full of ideas for your publi- 
cation, we suggest you accept the 
hospitality of Mead and visit their 
“Library of Ideas.” 

The same exhibition will open at 
Mead’s Chicago “Library of Ideas” 
in room 3422 at 20 North Wacker 
Drive starting May Sth and ending 
June 14th. ¢ 
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HOW TO PUT ACTION INTO YOUR DIRECT MAIL 


Over and over, direct mail has proved its ability to 
create leads for saiesmen, dealers, distributors .. . 
open the door to sales against pressure from the 
toughest competition. And yet, with all that has been 
learned from studying measurable results, many an 
otherwise hard-headed firm sends out mailings—a 
letter, a brochure, a broadside—as though there were 
some other reason for spending money on advertising 
than making money. 


Now, to broaden your understanding and to help 
you apply the tested principles of successful mail 
advertising, The Creative Division of James Gray, 
Inc. has created a new booklet titled, “How To Put 
Action Into Your Direct Mail’. It is free and will be 
mailed to you without obligation at your request. 


In just a few pages, and with concrete examples, 
the booklet explains how to plan an over-all mailing 
effort; build a mailing list of prospects; know before 
you spend money whether or not your mailing has a 
chance to succeed. You will discover how to use the 
same envelope that now merely carries your catalog 
or price list to bring back actual orders or pave the 
way for larger orders from your salesmen. You will 
have a check list of do’s and don'ts based on years 
of mail advertising experience. 


And you needn't suspect our motives in making 
this free offer. True, the booklet is devised to bring 
the creative services of James Gray to your atten- 
tion. But we have made certain that it is a completely 
self-contained, shirt-sleeve booklet that you can use 
with no strings attached. 


To receive your free copy of ‘‘How To Put Action 
Into Your Direct Mail’’ and have our years of experi- 
ence guide your thinking and improve your results, 
write today. You will find the booklet a real value, 
indicative of the service we render. 


The Creative Division 


OF JAMES GRAY, INC. 


216 East 45th Street, New York 17, N. Y. 
MUrray Hill 2-9000 
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“We want to start a direct mail 
campaign to keep our name before 
buyers each month.” 

A sentence such as this appears in 
many of the inquiries received by 
creators and producers of direct mail. 

Those of us who get such inquiries 
realize what the inquirer means is, 
“We want to start a direct mail cam- 
paign to keep the benefits of our 
product before customers and pros- 
pects.” 

Many times companies new to the 
use of direct mail fail to realize that 
direct mail is more a “sales” medium 
than an “advertising medium.” With 
the chance of being overly academic. 
there’s the difference. 

The hasic definition of advertising 
is “To notify or announce.” The basic 
definition of selling is “To transfer 
(property) for a consideration.” 

The No. 1 objective of any direct 
mail piece or campaign is to sell. The 
secondary objective. of course. is to 
create an image or a buying atmos- 
phere. This was brought to our 
attention forcefully by Bob Cramer 
of Ozark Fisheries fame, who makes 
every piece of direct mail do a selling 
job. 

There are so many changes in name 
and address of both companies and 
individuals, keeping a mailing list 
up to date is a mammoth job. To keep 
track of personnel changes and such, 
many users of the mail periodically 
send out what they call “list cleaning” 
letters. Such letters are pretty hum- 
drum. Most of them read like this: 


We have your name on our mailing list 
to receive information about our products 
from time to time. 

Do we have your name and address 
correct ‘ 

Would you take a minute to fill in the 
attached card containing a stencil impres- 
sion of the way our material is addressed 
and mail it back to us? 


Not only does such a letter lack 
in anything that even approaches 
sales ampeal— it usually fails in clean- 
ing a list. 
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Why should a prospect take his 
time to correct your list? Some en- 


lightened companies use the “list 
cleaning” letter as a means to get 


more inquiries or orders. 

One of these is Bob Cramer. He 
has this to sav on the subject: 

Last week had a list of 973 customers 
and prospects for Glitter Twins, which | 
wanted to clean for removals, out of busi- 
ness, ete. So | knocked out the attached 
letter and mailed at 4¢ each. 

Have had 5 only returned and non-deliv- 
erable. 3 out of business and 2 insufficient 
address. The list is 3 years old. 

As of this morning, orders in excess of 
$1500 in or shipped. 

It's not my intention to brag on the 
return from this letter —— but periodically 
I'll break a list down and send out under 
first class mentioning a combination, or a 
reminder of some good sellers. Returns 
always pay for the additional cost and 
cleaning. 

Why this letter to you? Recently have 
been receiving clean-up letters of various 
firms asking if address is correct — why we 
haven't purchased, or a regular line of 
patter—— most under bulk mail—and | 
was just wondering why such clean-up- 
couldn't do double duty? 


A Gimmick That Sells 


It's an old story to many of you 
because | have stated my position on 
gimmicks many times in this depart- 
ment. 

Gimmicks are good sales tools. if 
properly used. My contention has 
always been that a gimmick which 
calls attention to itself and is not inte- 
grated with a benefit or selling mes- 
sage, is of little value. Along comes a 
gimmick created by M. E. Moss & 
Co., 119 Ann St.. Hartford, Conn. 
It’s a card. Printed in bold face is 
this message, “Question—-What hap- 
pened in your home a year ago? (Wet 
this card and find out.)” 

When the card is immersed in 
water the message becomes visible: 
“We cleaned your wall to wall carpet. 
Because it is so important to give 
valuable carpets periodic cleaning, we 
thought we would send you this small 
reminder. We hope to hear from you 
real soon.” The card, of course, was 


“Reed-able Copy” 


A Morthly Clinic: Conducted by Rud 
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mailed out by a rug cleaner, but could 
be adapted to many products and 
services where repeat business is in- 
volved. 

This invisible printing card is a 
good gimmick because it is novel and 
does more than attract attention to 
itself. It is a good sales follow-up 
which dramatizes a message. 


Mark-Missing Copy 


Just as Cupid gets credit for many 
weddings which were actually cooked 
up by the girl’s mother — direct mail 
copy gets blamed for direct mail 
failures which should be laid at the 
door of the mailing list. 

A letter from Mr. James W. Barn- 
hart, Advertising Manager of the 
George F. Cram Co. Inc., Indian- 
apolis, tends to prove the point. 


Dear Mr. Reed: 

It is a recurring source of wonderment 
to me to find some of the largest direct 
mail advertisers violating the most ele- 
mentary principles of list selection. 

For example, | do not consider myself 
an even luke-warm prospect as a subscriber 
to (a woman’s magazine). Yet today | re- 
ceived a letter from (name of magazine) 
suggesting that I can look the way | like 
to look with (magazine name) exercises, 
diets, skin care, hair and beauty tips. 

This has reared my manly hackles to 
the point where | am nearly ready to can- 
cel my wife’s subscription to this magazine. 

I can only wonder how many of the 
nation’s males received this most feminine 
letter, camplete with a pictured pink mirror 
and pink business reply envelope. 

As for me I sat down and extended 
my subscription to Playboy! 


In the same mail with Mr. Barn- 
hart’s letter came another subscrip- 
tion pitch from a woman’s magazine. 
The lead of this letter reads: 


You are a very special kind of person... 
A YOUNG MODERN! You have special 
tastes, special interests, special problems. 
We know, because we went to a great deal 
of trouble to secure your name. You are 
raising a family. You are proud of the fact 
that you dress smartly, entertain graciously, 
talk intelligently about the topics of cur- 
rent interest. 
(Continued on page 50) 
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Back in the early 1930’s some of our 
‘ customers discovered that we had a 
genius for fine presswork. One thing 
leads to another, so we found our- 
selves adding the finest press equip- 
ment, first for letterpress, then for 
offset. Today we have about as flexi- 
ble a set-up as you will find anywhere, 
for runs of any size, on our one-, 


two-, and four-color presses. 
And not less important, most of the 
customers who came to us for fine 


printing more than a quarter century 
ago are still buying it from us today. 
They set our standards, and we 


Eos trained our people and selected our 

equipment to keep them happy. 
] ae If you want to know how good we are, 
ask our customers who are some of 


the most distinguished and demand- 
ing users of printing in America. 


To make our business more unusual, 
another group of clients, leaders in 
advertising and advertising agencies, 
depended on us for fine advertising 
typography. To satisfy all their needs 
we have developed complete facilities 
for machine (linotype, monotype) and 
hand composition in all sizes—foreign 
languages included. 


So here we are: one foot in letterpress 
printing and offset lithography, the 
other foot in advertising-typography, 
and both feet firmly on the ground! 


To learn more about the service that 
our customers built, and what it can 
do for you, drop us a line or telephone 
ANdover 3-0722. 


Runkle-Thompson: Kovats:- Inc 


Lithographers + Printers + Advertising Typographers « 650 West Lake Street, Chicago 6, Illinois 
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CANADA...The “Golden Land” for Mail Order! tary’s mail. It so happens she is 50 


WAITING FOR YOUR OFFER! 


If this publication “went to a great 
deal of trouble” to secure her name, 
they certainly got a lot of bum in- 

If you are doing business in Canada, or want to do business 
there, consult us for constructive suggestions for bigger sales 
and larger profits. WE KNOW CANADIAN DIRECT MAIL! 


formation about her. 
Your Current Promotions Can Be Easily Adapted 
To Canadian Sales with the Proper “Know-How” 
At your service inside Canada is an American 


Canadian staffed and sponsored direct mail organization 
R ti qualified and equipped to service your every need. 
epresenta ves @ Counseling on the Canadian Market 
for... ®@ Cost Saving Helps on Canadian Printing 
Outdoor Life Book Club 2 See 
; @ Production of your Direct Mail Package 
(Popular Science Pub.) @ Aid in the Selection of Canadian Mailing Lists 
Around-the-Worid Shoppers @ Supervision of your Mailing Schedule 
Ronnie Sales, Inc. ®@ Clear-cut Advice on Customs Problems 
Kitchen Magic © Receipt & Processing of Canadian Orders 
& Inquiries 
Mrs. Dorothy Damar @ Warehousing, Packaging & Fulfillment 
Ties from Abroad © Periodical Renewal Programs 
Trans-World Shoppers ® Money-Saving Banking Arrangements 
Do-Nut Maker ®@ Correspondence, Collection & Follow-Up 
Facilities 
ewe: the woe Bilingual Staff and French Language 
Staff Consultants 
and other services too numerous to mention. 


To Tap this Rich Market, Phone, Wire or Write today! 
MAIL ORDER ASSOCIATES OF CANADA 


811 Chatham Street Montreal 3, Quebec 
Telephone: WEllington 7-7724 fines of the diamond? Most people 
automatically do — despite the fact 


$ $ $ $ $ $ $ $ $ $ $ $ $ $ $ $ $ $ $ $ $ $ $ that the instructions on the envelope 


imposed no such limitations.” “In a 


NOW! world where conformity and routine 
Gece are increasingly hard to escape, a 


man often needs a guide and com- 


panion to keep reminding him that 
this planet is still a pretty exciting 
place, with lots of living to be done 
DY every day, and all sorts of experiences 


to be had.” After that comes a pitch 

for a special deal at a reduced price. 

into your aa We read the complete letter, but 

for the life of us we couldn’t get our 

; minds off the puzzle. We were think- 

ing, “Why wasn’t I smart enough to 

solve the puzzle?” Instead of, “I'd 

get a lot of pleasure reading this 
magazine.” 

Then we thought “Perhaps there's 
another way to work this puzzle.” 
Instead of giving our attention to the 
benefits we could get from the maga- 
zine. 

We ran a little experiment on this 
particular letter and showed it to 
. several people. In each case they 

Sell-O-Vue gives you twice the impact at no greater cost! | fer 

Provides a dramatic 8-frame high fidelity fuil-color filmstrip, and a unique | Then opened the envelope, got the 

folding precision viewer — plus a printed brochure-folder for telling your story | answer, Right there interest ended. 
' in full detail. A dynamic self-mailer that actually costs less than the usual color Getting attention to a puzzle is a 

brochure alone! And it mails for a 4-cent stamp. far cry from getting interest in a 
product and its benefits. 


Such mailings often win awards 
your letterhead today the taylor-merchant corporation 


for free sample of WkchAbe for cleverness. 
this new sell-on-sight Paterchant \ 48 west 48th street, new york 36, n.y. | 


mailer. No obligation 
at oll. Plaza 7-7700 Dept. R-4 THE REPORTER 


is This a Trend? 


Watch for a spate of puzzles on 
envelopes in your mail. You'll be 
asked to open the envelope to get the 
answer. 

The copycats will soon discover 
this gimmick device as an easy way 
to get attention without digging for 
the benefit, We predict you'll be see- 
ing a lot of these from now on. 

A national magazine shows a puzzle 
on the back of the envelope carrying 
its subscription solicitation letter — 
9 dots arranged in a diamond. You're 
supposed to draw 4 straight lines to 
connect all 9 points of the diamond 
without lifting your pencil from the 
paper, and without retracing any 
lines. The solution of the puzzle is 
at the top of the first page of the letter. 

The tie-in: “Did you try to connect 
all 9 dots by staying within the con- 
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POSTAL 


ROUNDUP 


THE POSTAL RATE picture looks grim. 
Although the new Postmaster General 
and his deputy seemed to be shying 
away from any increased postage 
rates at this time . . . they have obvi- 
ously been overruled from above. The 
Budget Bureau must have sold the 
President that postage rate increases 
are necessary to raise money. The 
Administration will press for enact- 
ment of Summerfield’s controversial 
bill of last year. So here we go again 

. same old tiresome arguments . 
same old distorted “logic.” 

Too bad the top Post Office officials 
haven’t been allowed time to squeeze 
out the extravagances of the past and 
find out how much it actually costs 
to run the operation efficiently. The 
fifteen regional offices setup is still a 
headache. Took 4,000 extra people to 
staff them. Instead of a speedup, there 
was a slowdown. Many millions could 
be saved by reshuffling that experi- 
ment, 

It also seems that the Administra- 
tion will not favor adequate appropri- 
ations to cover all public service 
functions of the Post Office. Instead 
of the close to $500 million Senator 
Johnston has estimated . . . there will 

robably be a piddling $60 million. 
t's a mess . . . but too long a story 
to cover here. We suggest you get a 
copy of the speech Senator Olin 
Johnston, Chairman of the Post 
Office committee, made on the floor 
of the Senate on March 7, 1961. 
Harry Maginnis of the Associated 
Third Class Mail Users, 100 Indiana 
Ave., N.W., Washington 1. D.C., has 
copies. Write to him. You'll get 
important and sensible information 
from the one man in Congress who 
may be able to block the steamroller 
for new rates, 


HAVE YOU written to the Post Office 
Department (Edwin A. Riley. Di- 
rector, Postal Services Division) 
protesting against the proposed reg- 
ulation effective January 1, 1963 
requiring that all third-class mail be 
prominently marked “Third-Class?” 
In effect, the department will be in- 
sisting on labeling this class of mail 
as unimportant. 


SUPPOSE MANY OF YOU listen to the 


Huntley-Brinkley reports on NBC. On 
two evenings recently, Brinkley re- 
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ported that the highly-publicized 
automatic post office at Providence, 
R. I. had been dubbed by the House 
appropriations sub-committee as a 
miserable failure . . . a $48 million 
flop. Not many newspapers carried 
the story .. . but we managed to get 
the inside dope from the Federal 
Diary column in the Washington Post 
of March 5 and 6, 1961, written by 
government expert, Jerry Kluttz. An 
intelligent analysis . . . after he visited 
the project and talked with employees 
and officials. Trouble was . . . project 
was opened prematurely (for political 
reasons). Machinery hadn’t been 
fully tested. Employees were un- 
trained. Facilities really too big for 
area covered. There was nearly a 
complete breakdown during Christ- 
mas rush. Human hands had to take 
over from machinery. 

Postmaster General Day has thrown 
a big team of experienced engineers 
into the mess in an effort to make 
the. expensive experiment work. Some 
say there are already signs of im- 
provement. But in spite of all pre- 
dictions of fewer employees . . . the 
Providence Post Office has 170 more 
people working now than previously. 

All of us concerned with direct 
mail should watch this development 
carefully (think the DMAA and 
ATCMU should send reprints of 
Kluttz’s two articles to all members). 
If the Providence Project Turnkey 
cannot be made to function . . . then 
there will be little need for the 
standardization of envelope sizes de- 
creed by the Post Office Department 
for January 1, 1963. And Congress 
will have to decide whether the 
enormous costs for research and de- 
velopment (large part of “deficit”) 
should be charged against commercial 
users of the mail (by rates) or. written 
off as capital investments. 


THIRD-CLASS MAIL users will get faster 
treatment in the future. The winter 
storms and airline strikes caused ter- 
rific stockpiling of third-class in many 
post offices. March 2, 1961 issue of 
the Postal Bulletin instructed all 
offices to speed up dispatch. 


HENRY B. MONTAGUE is the new Chief 
Postal Inspector, replacing David H. 
Stephens. If you have complaints | 
about fraud in the mail, Mr. Montague 
is the man to write. e 
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660,000 
NAMES 


Now Available 
For Rental 


. of Owners, Manufacturers, Executives, 
Professional and Technical people. Ideal list 
for selected financial services, catalog 
houses, insurance companies, office equip- 
ment manufacturers, airlines, magazines, 
publishers, etc. We are not list brokers, but 
“manage” this one list only. For full details, 
write or call Mr. R. B. Sackheim, 


MAXWELL SACKHEIM- 
FRANKLIN BRUCK, INC. 
545 Madison Ave. 


New York 22, N. Y. Plaza 1-315] 


makes SALES 

makes BUYERS wont 

do business with you 

Write me about yeur plens 
or problems 


All details handled by mail 


ORVILLE E. REED 


HOWELL, MICHIGAN 


Winner of two DMAA Best of 
words .. . Dartnell Geid Medal 
Editor of IM P, “The werld’s smeiiest 
house ergen” 


VWe represent hundreds of the finest % 
mail order and compiled lists avail 
able. Send us your mailing piece (or 
phone SPring 7-7460,) and we will 
recommend the best lists for YOUR 
needs FREE OF CHARGE. 


withVJADDERN INC. 


298 PARK AVE. SOUTH N. Y. 3, N. 


FULL COLOR POST CARDS» 


photcgraphic Fost 


within 1 


Dept. D. M. 2 Danville, Illinois 


If you MAIL to EUROPE... 


printing and maili 

tinent. Newsweek, “Digest and 
the New York Times have discovered 
the advantage. 

Write for information—no obligation. 


Willemsparkweg 112 
DeMautator N. V. olland 


Amsterdam. H 
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New York Mayor Robert F. 
Wagner has proved himself to be a 
top-notch producer of direct mail 
results. 

Headquarters reports that the letter 
signed by this city’s chief executive, 
inviting members and prospects to 
sign up for the 44th Annual Conven- 
tion of DMAA to be held here October 
10th through 13th, produced “an 
amazing number of reservations.” 

Mayor Wagner's achievements will 
set a standard against which Albert, 
of the Four Seasons restaurant, will 
compete this month. 


Edited by the 
staff of DMAA 
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Direct Mail Advertising Association 
230 Park Ave., New York 17, N. Y. 


NEW S 


MUrray Hill 9-4977 


Earle A. Buckley Chairman of the Board Robert F. DeLay President 


New Mailbox Goes to Three Top Winners This Year 


New YorK—James Wickersham, 
president of Sales Communications, 
Inc.. New York, has been named 
chairman of the judges who will 
evaluate entries in the 1961 revised 
DMAA Leaders Contest. 

Serving with him as judges will 
be George Collins, general manager, 
Britannica Press, Chicago; Clyde 
Craig, manager, advertising and 
sales promotion, Champion Paper & 
Fibre Co., Hamilton, Lee De 
Young, director of advertising and 
promotion, Southern Nitrogen Co., 
Savannah, Ga.; C. M. Edwards, di- 
rector of advertising and sales pro- 
motion, Heath Co., Benton Harbor, 


Contest Judges Appointed 


Mich.: Horace Hart, director, print- 
ing and publishing division of the 
Business & Defense Services Admin- 
istration, U.S. Dept. of Commerce, 
Washington: J. E. Knox, advertis- 
ing department, Upjohn Co. of Can- 
ada, Toronto; and O. Glenn Leach, 
executive secretary, National Paper 
Trade Assn., New York. 

Serving as chairman of the Con- 
test Committee will be Ferd Nau- 
heim, partner in Kalb, Voorhis & 
Co., Washington. while Miss Mar- 
shall Gribble of DMAA headquar- 
ters, New York, will act as contest 
manager. 


How Firms Meet Direct Mail Problems 
Revealed by Ecusta-DMAA Joint Survey 


New York—Direct mail represents 
a major portion of the total advertis- 
ing and promotion dollar invested by 
169 typical companies studied in a 
recent survey. 

The project was carried out co- 
operatively by the Ecusta Paper 
Products Division of Olin Mathieson 
and the Direct Mail Advertising 
Association. 

Five district representatives of 
Ecusta —in Chicago, Cleveland, New 
York, Philadelphia and Atlanta 
conducted personal interviews to ob- 
tain the answers to specific questions 
over a three-week period. 

In one out of every three firms 
participating in the study (half of 
which are manufacturers), direct 
mail absorbed more than 50°% of the 
total advertising budget. 

The versatility of direct mail as a 
sales aid is indicated by the fact 
that each user employs the medium 


in an average of three different ways. 
As the following table shows, obtain- 
ing inquiries is the leading purpose 
for which direct mail is used: 
Number %* 

To get direct orders. 93 17.7 55.0 
To get inquiries.... 123 23.5 72.8 
To activate dealers... 54 10.3 32.0 
To create company 

identification .... 112 21.4 66.3 
To influence and 


educate prospects. 122 23.3 72.2 
Don know, 

no answer ...... 1 0.2 0.6 

524 100.0 


*Base: Total Mentions — 524. 
*Based on 169 interviews. (Percentages add to 
more than 100 because of multiple responses.) 


“Internal staff” is cited as the 
source of direct mail advertising 
preparation by 88° of the respon- 
dent companies. However, substantial 
notice’ was given also to the employ- 


(Continued on facing page) 
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Revised Leaders Contest 
Awards Await Trio of 
Best Entries Submitted 


New York—A dramatic series of 
changes in the nature and number of 
prizes to be awarded will characterize 
the 1961 Direct Mail Leaders Contest. 

Although entries will continue to 
fall into several major categories — 
thirteen this year—only three major 
winners will be named. 

A new mailbox trophy has been 
designed. In gold, silver and bronze 
versions, respectively, it will be pre- 
sented to the first, second and third 
best campaigns of all submitted. 

In addition, Mention 
certificates, suitable for framing, will 
go to such campaigns as, in the 
opinion of the judges, deserve special 
mention. 

Suppliers, as well as free lance 
service individuals and organizations, 
will also be in position to have their 
contributions to winning campaigns 
publicly acknowledged. Each winner 
this year will be permitted to name 
up to three such persons or compa- 
nies who helped create a prize-win- 
ning entry; Certificates of Participa- 
tion will be awarded to them. 

The limitation on the number of 
major awards, it is believed, will 
serve to focus greater public attention 
on each winner than has been possible 
in past years, when a larger number 
of prize winners was always named. 

Classifications in which this year’s 
campaigns may be entered have been 
established as follows: 


1. Automobile and related products 

2. Consumer products, wholesale 

3. Industrial products 

1. Office supplies, furniture and 
equipment 

. Pharmaceutical 

(Continued on facing page) 
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Joint Survey indicates 
Major Role for Direct 
Mail as Sales Medium 


(Continued from facing page) 


ment of direct mail agencies, adver- 
tising agencies, creative printers and 
free lance art and copy services, in- 
dicating that about 80% of the firms 
are making use of outside expert 
help, too. 

By far the largest proportion of 
the companies (84.6%) make con- 
tinual efforts to build their own 
mailing lists, as the following table 
demonstrates: 


& 


Number %* 
Build your own.... 143 37.8 
Have salesmen 

contribute names. 81 4 
Rent from list house 42 1 
Use trade publication 


oo 
ant 


2. 
5. 
0. 


oc 


| 


100.0 
*Base: Total Mentions 378 


tPercentages add to more than 100 because of 
multiple responses, 


Of the 169 firms queried, 18, or 
10.6, reported that their schedules 
of mailings had been reduced by the 
increased mailing costs. Of those 18, 
the amount of such reductions was 
noted as follows: 


More than 50% 

Don’t know, no answer .. 27 

Increased first class rates have also 
affected direct mail programs in the 
cases of 17.8% of the companies 
reporting in the survey. 

In slightly more than half of the 
firms, definite steps have been taken 
to compensate for the postal increases. 

The following table shows the na- 
ture of those steps: 

Number %* 
Use more selective 

mailing list 33.7 
Reduced size and/or 

weight of mailing piece. . 
Switched to third class 

mail 
Reduced mailings 
Improved content, 

increased copy 
Follow a closer budget... . 
Switched to self-mailers. . . 
Increased budget 
Miscellaneous 


NANLUN NN 


Base: Those respondents who have taken 
steps to compensate for postal increases — 86. 
*Percentages add to more than 100 because of 
multiple responses. 
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Program Completed for Seminar 
on Business Mail in Kansas City 


Kansas Crry—Two changes have 
been announced in the program of 
the April 18th Business Mail Seminar 
at the President Hotel here. 

The panel on Markets and Lists 
will be led by Alan Drey of the 
Chicago office of Walter Drey, Inc. 
The panel on Copy will be conducted 
by Henry Hoke, Jr., publisher of 
The Reporter of Direct Mail Adver- 
lising. 

They replace panel-leaders previ- 
ously announced, but whose schedules 
now make these changes necessary. 

Joseph McGee, Jr., Old American 
Insurance Co., Kansas City, is chair- 
man of the day’s program. In addi- 
tion to the two discussion leaders 
noted above, he has announced the 
following participants in the seminar: 

Earle A. Buckley, The Buckley Or- 


ganization, Philadelphia, who will 


speak on “How to Think About Busi- 
ness Mail;” 

Clifford R. Schaible, advertising 
director, The Mead Corporation, 
Dayton, Ohio; 

Carlisle Estes, Conde Nast, New 
York, who will present a slide pres- 
entation of “Good Business Mail;” 


Dale Ecton, TWA, New York, (as 
an advertiser), Martin Baier, Old 
American Insurance Co., Kansas City 
(as the mail order man) and Bruce 
Stabelfeldt, Waldie & Briggs, Chicago 
(as an agency man), discussing “How 
We Use Business Mail;” 

W. McF. Beresford, president, 
James Gray, Inc., New York, who 
will lead the panel on production; 
and Patrick Rowley, McCormick- 
Armstrong, Wichita, Kan., who will 
head the panel on art and design. 


Revised Leaders Contest 
Awards Await 3 Entries 


(Continued from facing page) 

6. Mail order; all products and 
services 

. Retail stores and services 

. Advertising and promotion serv- 
ices 

. Education services 

. Financial services 

. Fund raising services 

2. Personal services 

3. Advertising media 


Within each of the above classifica- 
tions, an entry may be filed as one 
of the following: 

Direct mail campaign, low budget 
campaign (under $5,000), internal 
house publication, external house 
publication, letter campaign (3 or 
more letters), or financial and stock- 
broker report. 

Entry fee is $25 for all classifica- 
tions, with the exception of letter 
campaigns, for which the entry fee 
is $10. An organization may make 
any number of entries it wishes, but 
each such submission must be ac- 
companied by a separate fee. 

As in previous years, final aling 
date for all entries will be August Ist. 


Other questions covered by the 
survey relate to such matters as 
methods of computing compensation 
for creative aid provided by outside 
sources, title of executive responsible 
for direct mail activities, frequency 
of cleaning mailing lists, etc. 


West Coast Spring 
Meeting Cancelled 


Los ANncELES—The DMAA West 
Coast Convention, originally sched- 
uled to be held here May 8 and 9, 
has been cancelled. 

According to Robert Hemmings, 
chairman of the meeting’s steering 
committee, “inability to obtain neces- 
sary speakers” to fill the projected 
2-day program is the reason for the 
decision, 

Refunds to all those who had al- 
ready registered have been mailed. 

Mr. Hemmings expressed, on be- 
half of his committee, appreciation 
to all those who have spent the past 
many weeks in planning the event. 


Calendar of Events 


APRIL 
Champaign, Ill.—Direct Mail Day. 
Philadelphia, Pa.—Dircct Mail Day. 
Kansas City, Mo.—DMAA Business 
Mail Seminar, President Hotel. 
Chicago, Ill.—Direct Mail Day. 
MAY 
New York, N. ¥.—Direct Mail Day. 
Dallas - Fort Worth — Direct Mail 
Day. 
JUNE 
Washington, D.C.—Direct Mail Day. 
AUGUST 
New York, N. Y.—Closing date for 
Award Winners entries. 
OCTOBER 
10-13. New York, N. Y.—44th Annual 
DMAA Convention, Statler-Hilton 
Hotel. 
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Rates $2.00 per line $1.50 Situation/Help Wanted Minimum 4 lines 


Address: Classified Dept., The Reporter, 224 7th St., Garden City, N. Y. EQUIPMENT WANTED 


Wanted Phillipsburg Inserting and Mailing 
machine. Send information to Box 41. The Re- 


porter of Direct Mail Advertising. * 


ASSIFIED ADVERTISING 


ADDRESSING PLATES 


Scriptematic masters composed. Lowest cost; 
highest quality; 100% accuracy. 10,000 or 
1,000,000. Fast service. Only approved Scripto- 
matic materials used. References. Economail 
Corp., 105 N. Laramie Ave., Chicago 44, Ill. 


BUSINESS OPPORTUNITIES 


GOING MAIL ORDER BUSINESS FOR SALE 
Up-to-date list of 35,000 known mail order 
buyers on plates. Elliot addressing machine. 
Five 32 Drawer plate Cabinets. 

MUST SELL DUE TO NEW BUSINESS VENTURE. 


FREE MAILING LISTS 


OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
ELECTRONIC SELECTED 
CONSTANTLY CORRECTED 
Retailers-Wholesalers-Manufacturers 
Banks-Churches- Anstitutions 
Choice of 350 Other Lists 
“We Charge ONLY for Addressing” 
(Usually Completed within 3 Days). 
Write for FREE Catalogue. 
SPEED-ADDRESS KRAUS CO. 
48-01 42nd St., Long Island City 4, N. Y. 


Columbus 1-5667. MAKE OFFER. STillwell 4-5922 
MANUFACTURERS DISTRIBUTING COMPANY 
Scriptomatic masters prepared at unusually 2950 Washington Avenue FREE LANCE 


low rates by trained personnel specializing 
in this field of typing. 100% accuracy for 
lists of 10 M to a million. Aiso scriptomatic 
addressing by job or on contract. PLUS com- 
plete mailing and printing services now being 
sold at one low package price. Joel Laufer, 
Sovereign Plan Inc., 2241 S. Indiana Ave., 
Chicago 16, Ill. Vi-2-1331. 


St. Louis, Missouri 


THE BOOK OF PANELS 


for offset contains 369 different art panels, 
including coupon, guarantee and label bor- 
ders plus nearly 500 symbolic designs for page 

ornamentation. ONLY BOOK OF ITS KIND —— _ 
ds in use. 32 pages, 8x10' in., only 


SPEEDAUMAT—-Embossed. Guaranteed 100% 
correct $35.00 per M. Fast delivery. The Roskam 
Co., 1905 West 43rd, Kansas City 3, Kans. 
TAlbot 2-18F 1. 


ADDRESSOGRAPH PLATES 


NEW PLATES NEW FRAMES _ 
for your Speedaumat and Addressograph 
all styles availabl e delivery 
DEAN FORREST COMPANY 
7 Foster Street, Revere, Mass. 


ADDRESSING ELLIOTT 


Addressing Elliott, Addressograph and Speed- 
aumat Plates. Cut, stored and addressed. Plates 
fully insured. Fast Service. Complete mailing, 
printing, and bindery service. Est. 1920. 
DOOLITTLE & Co., 320 N. Dearborn St., 
Chicago 10, Ill. 


ADDRESSING SCRIPTOMATIC 


Scriptomatic Addressing on job or contract 
basis—cheaper than you can do it yourself. 
JEROME S. FINSTON 
Lynbrook, L.I., N.Y. 

LYnbrook 9-2705 


Scriptomatic Masters prepared — low cost — 
quality work — 100% correct. Typewriter 
eddressing — practically “do-it-for-nothing” 
prices! Find out. The Roskam Co., 1905 West 
43rd, Kansas City, Kansas. TAlbot 2-1881. 


ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 
tampeigns in newspapers, magazines, trade 
pepers. Publishers’ rates. Counsel service. 
Martin Advertising Agency, 15 €E. 40 St., 
Dept. 33A, N. Y. LE 2-4751. Est. 1923. 


BUSINESS OPPORTUNITIES 


Mailing Service: Dallas Texas, fully mechanized, 
grossing $40-50,000 annually, could double 
with offset equipment. 

L. E. Hoffman, Jr., 1000 Main St., Dallas, Texas 


$4.00. Many other books of promotional art 
and type fonts for paste-up. Free folder. 

A. A. ARCHBOLD, PUBLISHER 
Box 332-K Burbank, Calif. 


CANADA’S BEST MAILING LIST 


165,000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe’s, $t. Catharines, Ontario 


EQUIPMENT FOR SALE 


Reproducing Punch for 1BM ‘Cards, Ad- 
dressograph Model 9312. Fully covered by 
manufacturers maintenance contract. Equipment 
in excellent condition; used less than two years. 
Write for details. Heath Company, Benton Har- 
bor, Michigan 


COMBINATION 4100-4300 SPEEDAUMAT 
Attachments for either addressing wrappers 
off roll, or triple strip listing, or single with 
Cheshire Punch, Expirator, etc. 
MAILERS, 40 W. 15th St., N.Y.C. 11, N. Y. 


2 Model 4300 Speedaumat wrapper addressing 
machines with expirators and strip lister. 

7 roller base cabinets with trays. Holds 25M 
Speedaumot plates each. 

2 Trans-dex files 11’ x 30” with rolier desk. 
Holds 200M cards. 

1 Model J-15 Brackett jogger. 

Write or call MEDICAL ECONOMICS, INC., 
Rutherford, N. J. WE 9-3030, Mr. Bobbink 


ELLIOTT eddvening equipment, 4x4 stencil; 


automatic form addresser; 3-head strip ad- 


GET MORE MONEY IN YOUR MAIL 

d, copy problems solved 

quickly by result- -getting top Pro. Outstanding 
in Circulation-Pr tion; Mail Order; 

Direct Mail for magazines, books, products. 

Available to Agencies and Advertisers. Write 

Box 45, Reporter of Direct Mail. 


MAILING LISTS 


HOME BUYERS 

Greater Boston Area. These are brand new 
names available weekly. Crafts, Box 293, 
Quincy 69, Mass. 


clean industrial list—35,000 P.A.— 
Mgrs.-Supts.-Large-Med-Corps. 75% offi- 
a names, incl. Atom-Missile industries. Mostly 
Southern States. 
HECHT RUBBER CO. 
484 Riverside Av., Jocksonville 2. Flo. 


Outstanding Results Gupeneed. Over 10,000 
Geo-Alpha names Cash-With-Order buyers of 
Metaphysical, Self-help, etc. books. 

Helpful Books Co., Box 57, Elmhurst, N. Y. 


55,000 Men Buyers — Outdoor Items; 65,000 
Federal Retirees (Men) — $15/M. Also 50,000 
PRE-NATAL Names Monthly. Query on these. 

Mailtrader, Box 643, Ann Arbor, Michigan. 


LIST oF 4000 “INVENTORS 
This private list is offered for the first time. 
lt has pulled THOUSANDS OF DOLLARS in 
orders. This NEW LIST is on gummed labels. 
The 4000 LIVE NAMES for ONLY $50.00 
M. G. Daoust 
“PRUDUCTIVE MAILING LISTS” 

3138 W. Wilson Ave. Chicago 25, Illinois 


Direct Mail Proven Buyers. Over 790,000 Alphe- 
Geo Names. Buyers of Books and Magazines 
on Gardening, Farming and Health. Active 
and clean expires. Your Broker knows our 

tation for results. Rodale Press, Emmaus, 


dresser with expirator; 30-counter ; 
stencil cutters, cabinets, etc. Write for com- 
plete list and description. MILLER FREEMAN 
PUBLICATIONS, Attn: Chas. C. Baake, Circ. 
Mgr., 590 Howard St., San Francisco 5. 


Record Chopper — Paper Shredder If new 
$620., asking $300. Phone NYC Ba 7-8758 
between 9 and 4 PM. 


EQUIPMENT WANTED 


Used Elliott Auto. Select. Addressing Mach. 
Model G-E. W. using plates—also 
trays. Box Number 43—The Reporter of DMA. 


Po. 


REGISTERED NURSES LIST 

FOR DIRECT MAIL RENTAL 
160,000 paid subscribers to RN Magazine. 
A.B.C. audited. Geo-alpha on Speedaumat. 
No dups. Address direct or on cheshire. Full 
list $7.50M; 25-150M $10.50M; under 25M 
$15.00M. No extra charge for state selection. 
Special rates for nursing specialty selection. 
Postal will bring brochure and details prompt- 
ly. RN Addressing Service, 210 Orchard St., 
East Rutherford, N. J. 
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MAILING LISTS 


SELL BY MAIL 


MAILING MACHINES AND SUPPLIES 


Manufacturers—Hotels—Moteis 
Sports—Children’s Camps—Others 
AVERS 
331 N. Austin Blvd., Chicago 44, Ill. 


ONLY $10 PER M 


School newspapers, periodicals, shopping 
centers, others. From Scriptomatic masters. 
T & F News, Box 296, Los Altos, California. 


MAILING LISTS WANTED 


Want to rent compiled lists of business ad- 
dresses. Carl Company, Box 375, Lisbon, Ohio 


LOW — LOW — PRICES 
PAPER OFFSET PLATES 


#851 REMINGTON RAND OFFSET PLATES FOR 
USE ON MULTILITH MACHINES MEDIUM RUN 
UP TO 5000 IMPRESSIONS. BRAND NEW. 


PACKED 100 TO A PACKAGE 
OUR SPECIAL PRICES: 


Unbroken packages 

6.00 C 


ORDER A PACKAGE FOR TRIAL—WE PREPAY 
SUBJECT TO PRIOR SALE 


THE NORDON COMPANY 
P.0. Box 1587 Tacoma 1, Washington 


Invest up to $25,000 in 
well established, profitable 
business selling by mail. 
must relocate in South 
Box #44, The Reporter of DMR 


PROSPECT MAILING LISTS 


Buy complete or by states. 325 different lists 
in manuscript form. Specify your needs, ask 
for numbers and prices. Alfred G. Latcha, 
22448 Barbara St., Detroit 23, Michigan. 


SPEEDAUMAT ZINC PLATES 


New Yerk’s biggest and best embosser places 
47 Graphotypes and 90 skilled operators at 
your disposal for fast, acevrate embossing of 
your lists at rock bottom cost of $37.50 per 
thousand. Day and night shifts assure prompt 
delivery on the date promised. No Alibis. Cir- 
culation Associates, Inc., 226 West 56th Street, 
New York. JUdson 6-3530. 


NEED SKILLED GRAPHOTYPE OPERATORS? 
You can make 50% to 100% profit by using 
our Graphotype Dept. as your own. Beautiful 

g. fully punctuated with less than 1% 
error. Pure Zinc Speedaumat plates. Prompt 
dependable delivery. Two shift service. 100% 
eccuracy guoranteed. 

Cost — Speedauymat — $37.50 per M. Other 

plate prices on request — send details. 
ADVERTISERS ADDRESSING SYSTEM 
703 N. 16th St., St. Louis 3, Mo. 


REBUILT ONE YEAR GUARANTEED 
ADDRESSOGRAPHS - SPEEDAUMATS - ELLIOTTS 
PLATES - FRAMES - TRAYS - CABINETS 
EMBOSSING ADDGPH & SPEED PLATES 
FOLDERS - SEALERS - PITNEY BOWES 
TYING MACHINES - LETTER OPENERS 
MAIL BAG RACKS - MAIL SORTING BINS 


MAILERS EQUIPMENT CO., INC. 
40 W. 15th St., N.Y. 11 CH 3-3442 


HELP WANTED 
Male or female—Florida calls—Exper. Asst.— 
Indust. Direct Mail Promot. & Advertising — 
Qualif. to manage successful Dept. Art—Lay- 
out—Good ideas. Might consider older person 
over 50 needing the warm climate. Write full 
details in first letter. Encl. samples of wk. 
HECHT RUBBER CO. 
484 Riverside Av., Jacksonville 2, Fla. 


If you are looking for a position or personnel 
replacement contact the following: 

New York City Area .. . Mr. J. Dudley Brod- 
erick, Hundred Million Club, Job Placement 
Committee, c/o Doubleday & Company, 501 
Franklin Ave., Garden City, L. 1., New York. 
National . . . Mrs. Ruth L. Laguna, Direct Mail! 
Advertising Association, 230 Park Ave., New 
York 17, N. Y. 


NAMES IN 


THE NEWS 


Who’s doing what in your organiza- 


tion? New job? New Promotion? In- 
dustry Awards? Or interesting per- 
sonal news on the human side? No 
matter what they’re doing, we'd like 
to include them in this monthly round- 


up of .. . “Names In The News” 


Walt McKibben and Donald Wiederecht 
named to the p.r. staff of Albert Frank- 
Guenther Law. . . . Walter J. Neal, Jr. 
has been appointed Sales Manager for 
Western Envelope Corporation. . . . Bert 
Garmise Associates, Inc. to handle direct 
mail circulation promotion for The 
American Gun. . A. W. Larson to 
manage newly created Calumet Specialty 
Company, division of E. F. Schmidt 
printers. . . . John F. Lange named New 
England regional manager for Ansa- 
Letter, while Jay Gabriel Bumberg joins 
the home office in N.Y.C. . . . Colin 
Gardner III appointed Vice President and 
Gen’l Manager of mills operations for 
Standard Packaging Corp. . . . Irving 
Silverman has formed Silverman Associ- 
ates, 501 Madison Avenue, N. Y. C. to 
handle advertising and circulation pro- 
motion by direct mail. . . . George W. 
Head, ad manager of National Cash 
Register, is General Chairman of Chicago 
DM Day... . G. G. Cornwell, president 
of Denney-Reyburn Tag Co., named veep 


APRIL, 1961 


of Tag Manufacturers Institute. . . . Peter 
S. Paine elected senior vice president of 
Great Northern Paper Co. His nephew 
Augustus G. Paine succeeds him as presi- 
dent of New York and Pennsylvania Co. 
. . . Frank X. DeLone named Ass’t to 
the President of Edward Stern & Co., 
Philadelphia and New York printers. . . . 
Ellsworth Geist retires from S. D. Warren 
Co. as VP and Ad Director. . . . Robert 
H. Gray has been named Copy Director 
for McCurry, Henderson, Enright, Inc. 
of Norfolk, Va. . . . Thomas Tausig 
joined Grant Advertising as Vice Presi- 
dent and Management Supervisor. 

Kennett R. McMath has been egpointed 
Group Supervisor and Copy Chief on all 
proprietary drugs for Ted Gotthelf Ass. 
Ltd. . .. Robert G. Gelderman has joined 
the Midwest sales staff of O. E. McIntyre, 
Inc. . . . Bill Sites, for many years trea- 
surer and g.m. of Western Empire, 
opened Graphic Arts Service Bureau in 
San Francisco. . . . Chudacoff & Mar- 
gulis agency moved to 1122 S. Robertson 


Bivd., Los Angeles. . . . George Lampros 
named ad director for Binney & Smith, 
N.Y. ... Fraser S. Howe named travel ad 
manager for Modern Bride. . . . Richard 
C. Stuart appointed sales rep for Florida 
by Scriptomatic. . . . Gordon E, Navan 
named “Ad Man of the Year” by the 
Grand Rapids Advertising Club. 
Transo Envelope moves to the Commer- 
cial Trust Bldg. in Philadelphia. . 
Edward C. Martin named acct. exec. by 
Theodore Sills Co., L.A. pr. firm. . 
Playboy’s sister magazine to be called 
Show Business Illustrated. . . . Mel Rich- 
man, Inc. won six prizes in Philadelphia 
Printing Week competitions. . . . George 
Cain, president of Abbott Laboratories, 
was recipient of an award from the Art 
Directors Club of New York for leader- 
ship in fostering creative innovation in 
advertising. . . . Irv Hammer has been 


* named Sales Manager of Avrick & Co. 


. William F. Toomey named Western 
advertising manager of two Ziff-Davis 
publications. . . . Mohr & Eicoff move to 
155 E. Ohio Street, Chicago, Ili. . . . Bob 
Rosene joined L.A. ad agency Gerth, 
Brown, Clark and Elkus as creative exec- 
utive. . . . Ernest A. H. Mac Kinnon 
named advertising and sales promotion 
manager of Fairchild Controls Corp. . 
John W. Adams Jr. named to Board of 
Directors of Albert Frank - Guenther 
Law. e 
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York 


Brownie 261 Broadway, New (WO 2-0546) 
ADDRESSIN 
Ureative Mailing Service, Inc............. N. Main, Freeport, N. (FR 8-4830) 


ADDRESSING AND 
Mallmasters, Inc... 460 Nordhof Place, Englewood, N. J. (LO 7 
Shere Direet Mail, Inc 911 rire Avenue, Asbury Park, N. J. (GR: 
“ADDRESSING SCRIPTOMATIC 
Jerome Finston.............173 Scranton Ave, Lynbrook, L. L., N. Y. (LY 9-2705) 


DE 
th St., Richmond Hil) 18, N. Y. (VI 6-5322 
‘Lady 3, ¥. (Di 2 4793) 
N Y. (MU 2-0326) 


eet, N. ¥._ (LO 3-1160) 
Nar Bonk Phils. 
530 N. Michigan Ave., Chicago 11, [ll (WH 3-i033) 
ADVERTISING ART 

9 South Main Street, Burbank, (TH 
Fifth Avenue, New York 16, N. Y. (MU 
Pleasantville 3, New 


A 
American Advertising Specialties Co., 
251 Rockaway Avenue, Brooklyn 33, N. Y¥. (HY 6-795 
East 46th Stren, New York 17, N. Y. (PL 3-4943) 
Are., Rochelie, N. Y. (NE 3-8600) 
d Stree. New York 38, N. Y. (YU 6-4290) 

ART AND pesion fs. MAIL 
Al Corehia, Jr... ....... 315 Park Avenue New York 3, N. Y. (OR 4-5740) 
AUTOMATIC TYPEWRITING 

Carlson Automatic Typewriting Service. 3744 N. Clark &., Chicago 13, ILL 
Fourth Avenue, New York Y 


COLLECTIONS 
COPYWRITERS Lance) 
N 


70 Street, Milwaukee 16. Wis 
. N. ¥. (MU 3- 1455) 


Mich 
Monte N. J. (PI 6-5355) 
06 N te Mich. (Tel. : 65) 

DIRECT ADVERTISING “AMD ‘Promotion ART 
The Palette Service............. 100 Fi N li, N. ¥. (CH 2-8545) 
DikecT MAIL AGENCIES 
:601 Madison Ave., N. Y. 22, N. ¥. (PL 1-0312) 


Alfred G. 


ine... ...-610 Newbury St., Boston 15, Mass 
Ansa-Latier, Div. of Latham Process Corp., 200 Hudson St.. N.Y., N.Y. (WO 6-4500 
26-32 Clifton Street, London BC 2, Eng (Bishopsgate 4377) 
64 EK Jaekson Blvd, Chicago 4, ILL (HA 17-9187) 
Phila. National Bank Bidg., Philadelphia 7, Pa 
TTT 910 West Van Buren St.. Chicago 7, Lil (MO 6-9878) 
-In New York City, dial 211, ask for ENTERPRISE 6550) 
~Raymond, Ime... .... 225 Park Ave., New York, N. Y. 
Direct Mail Markets Co., Inc...... 515 Madison Ave., N. Y¥. 22, N. ¥ 
Direet Mail Service 

2161 Monroe Drive, N. E., P.O. Box 13446, Atlanta 24, Ga. (TR 3-3221) 
Creative Division 
of James Gray, inc 
Guaranteed Results / 


John 


216 East 45th St.. New York 17, N. Y. (MU 2- 9000) 
1302 N. E. 116 St., Miami 38 Fla. (FL 1-87 
. Lard 171 Newbury St., Boston. 16, Mass. (CO 1-1020) 
wrence G. Chait & ( 


. 375 Park Ave, N. Y. 22, N. ¥. (PL 1-7220) 
Harold Marshall Advertising Co., Inc. 
171 Madison Ave., New York 16, N. Y. (MU 6-5652) 


Maxwell Seckheim-Franklin Bruck, Inc 

545 Madison Avenue, N. Y. 22, N. Y. (PL 1-3151) 
MeCormick Armstrong........... 301 EB Douglas Avenue, Wichita 1, Kansas 
MeVicker & Higginbotham, Inc....11 West 42nd St, _New York 36, N. ¥. (OX 5-4082) 
Monogram, Inc 


(PL 3-8974) 
R. L. Polk & Co. 
Reply-O Latter Co., N York t, S 2a DX 
Reply-O Letter Co., arena ea No. Michigan Ave., Chicago 11, DL (MI 2-2858) 


Reply-O-Latter Oo., ton Office Boston 9. Mass. (HA 6-1555) 
Reply-O Letter Co., Cleveland. SO Bast 23rd , Cleveland 1, Ohio (PR 1-8470) 
Reply-O Letter Co., Portland abi Mail-Well aoe. Portiand 2, Ore. (OL 4-3131) 


Reply-O Letter Co, San 
1406 "Bay Shore Bivd.. San Francisco, Calif. (JU 6-2267) 


Reply-O Letter Co., Toronto, 
Inner Court, 33 Scott St., Toronto 1, Canada (MM 3-8797- 


Find the product or service you 
need help in, have your girl type 
a simple letter asking for samples 
and literature from all names 
f under a specific heading. These 
or producers and suppliers will be 
oy glad to contact you by return 


ideas mail. 


Brisbane, Australia (B 241., 


Reply-O-Letter Co., Brisbane, Australia, 167 Queen St., 
910 


Kesponda Letter..........++- West Van Buren &., Chicago 7, Lil (MO 6-9878) 
Responda Letter............005 «+..(In N. Y¥. C., dial 211, ask for Enterprise 6530) 
The Reuben H. Donnelley Corp.......... .....Prudential Plaza. Chicago 1, Illinois 
The Rylander Co............++ Jackson Bivd., Chicago, Ill. (RA 6-4760) 


Sales Letters, Inc... 
The Smith Company. 
The St. John Associat 
William Steiner Associates, Inc 
Ysobel Sandler Advertising, Inc..... Gramercy 
DIRECT MAIL cReaTons AND PRODUCERS | 
Cabot-Letter........006. 910 West Van Buren St, Chicago 7, 6-9878) 
Cabot-Letter..... 2.2.00. (In New York City, dial 211, ask for ENTERPRISE 6530) 
DMCP Associates, Inc. (Headquarters) 
1814 Jefferson Ave., Toledo 2. Ohio (ca 4-8316. TWX TO 372 U) 
Lawrence G. Chait & Co., Inc......... 375 Park Ave.. N. Y. 22. N. Y¥. (PL 1- iaz0) 
OIRECT MAIL EQUIPMENT 
American Automatic Typewriter Co. 2323 N. Pulaski Rd, Chicago 38, TL 
Bell & Howell Phillipsburg, New Jersey 
B. H. Bunn Co........... . (8 
2 


Cheshire Mailing Machines, Inc.......... \ 
Cheshire, No. Honore Strest. Chicago 2, Illinois 
Eastman Kodak Company... Reaches New York 
Elliott Industries, Ine 143 Albany Street, Cambric ye 19, Mass 
Felins Tying Machine Co. 3351 N. 35th St., Milwaukee 16, Wis. (HI 5-7131) 
riden,. ee 3360 W: Avenues, San Leandro, California 


ashington 

° 1850 Kostner 8t., Chi 
International Business Machines 5 Madison Are.. New York 22, N. Y. 
Mailers Equipment Co., Inc...40A West New York N. ¥. (CH 38-3442) 
Pitney - Bowes 57 - 
Scriptomatic, 


Heyer, Inc.. 


SPECIALTIES 


Let's Have Better Motioes 
sss Ninth 8t., Cleveland 36, Ohio (SU 1-4220) 
Orchids of Hawali, Inc........... 305 Seventh Ave.. New York N. (OR 56-6500) 
Universal Color Corp. .214 Sullivan Street. New York 13 N. Y. (AL 4-0610) 
ELLIOTT STENCIL CUTTING 
Allee Business Service, Ine., 32-15 33rd &.. Long Island City 6. z Y. (AS 8-4302) 


Creative Mailing Serviee............ N. Main St., Freeport, N (FR 8-4830) 
Elliott Addressing Machine NENVELOPES! New York 13, NOY. (WA 5-1372) 


The American Paper Products © 


Envelope Terrace, Bird. at Ra., ngstewn, Ohio (SK 8-4545) 


B Ine ‘2707 McKinney Ave.. Dallas 1, Texas (TA 17-5657) 
Columbia 2015 Hawthorne Ave.. Meircee Park, Illinois (FI 3-0100) 
Business Envelope Manufaewrers, Inc .Pearl River, N. Y. (PL 1-6270) 


64 
13001 N. Rockwell St., Chi. 18, Il. (CO 17-3600 
38rd St.. Brooklyn 32, N. Y. 
.4500 Cortland St., Chi. 39, (CA 1-2400) 


Beach Street, New York 13, N.Y. (WO 6-3553) 
North Coast Envelope 


Manufacturing Corp............--.+5- 2 Prince St.. Brooklyn 1, N. Y. (JA 2-6161) 
Reply -O- Matic Mfg. ©o., 14 Beach Street, New York 138. N. Y. (WO 6-3006) 
7 


ead Corporation 
L & H Envelope Corporation. 


Specialty Envelope Co.. West Street, Cincinnati, Onl (CH 1-3641) 
The Standard Envelope Co.......... 1600 KE. 30th St. Cleveland 14. 0. (PR 1-3960) 
Tension Pmvelope C jon.....19th & Campbell, Kansas City 8, Mo. (GR 1-3800) 
tactories: So. Hackensack, N. J.; Memphis 2; St. Louis 10 Minneapolis as -% Moines 


14; Ft. Worth 12: Sales Offices—-New York, Chicago and most cities east Rockies 

Transo Envelope Co........... 3542 N. Kimball Ave., Chicago 18. Ill aR 8-@014) 
Pi A ices in All 

United States Envelope Co.............-. Y. (BA 1-5700) 

Wolf Detroit Envelope Co.......... . Detroit $2, Mish. (DI 1-2281) 


Curtis 1000 Ine............ 150 vena tes W. Hartford 10, Conm. (JA 2-1381) 
Garden City Envelope Co............ 3001 N. Rockw m. ’ 
lL & H Envelope Corp .11-17 Beach Street. New York 13, N. Y¥. (WO 6-3553) 
North Coast Envelope Manufacturing Corp...2 Prince St., Bklyn. 1, N.Y. (JA 2-6161) 
Reply-O-Matic Envelope Mfg. Co...14 Beach Street, New York 13, (WO 6-3906) 
Tension Envelope Corporation... ... 19th & Campbell, Kansas City 8, Mo. (GR 1-300) 
The Saw any. Inc...... 480 ye are. New York 17, N. Y. (YU 6-8565) 
The Wolf Envelope Co onmemiel 17 Street, Cleveland 1, O. (PR 1-8470) 
FOREIGN MAILIN 


ose Stadelhoferstrasse 38, Zurich 1, Switzerland 

..Willemsparkweg 112. Amsterdam Holland 

654 Madison Ave., N. Y. 21, N 

1166 Sixth Avenue. N. Y¥. 26. (CO 5-29294) 

...Austas March, 5 Barcelona, 10—Spain 

Robh Holland Limited 86/88 Acre Lane. London 5, W 2 

C. Sandhere. Tirect Mail A/B................ .Raadherst. & Oslo, Norway 
GUMMED STAMPS—LITHOGRAPHED “AND PERFORATED 

oB y, New York 1, (LO 56358) 

Wabash, Chicago 1 


Letters Ime... 
Caragol Associates 


Fiemming-Potter Co., Inc. 
Fleming - Potter 


THE REPORTER OF DIRECT MAIL ADVERTISING 


ADORES 
Belmar Typing Service..........91-71 | 
Kae Lewis Addressing......987 Schene 
S & Typing Service............ 
a Barry & Ross Acrortising..... 
The Buckley Organization... 
Grant, Schwenek, Baker, ne. 
ripe ts 
A. A. Archbold, Publisher. ... 
‘3 Harry Volk, Jr. Art Studio 
Chaunce Ving's Sons St.. Greenfield, Mass. 
A 
ah 
Cupples-Hess Compaay.......1655 Bast Madison. Des Moines 13, Iowa (AM 2-5606) 
Cupples-Hesse Company.........3633 Michigan Ave., Detroit 16. Mich (TA 6-73460) 
Cupples-Hesse Company......4175 N. Kingshighway, St. Louis 15, Me. (EV 3-3700) 
a Curtis 1000, Inc..............+++++..1000 University Avenue, St. Paul 4, Minnesota 
4 Detroit Tullar Envelope Co.........2130 Howard St.. Detreit 16. Mich. (TA 5-3700) 
Double Envelape 
4 Garden City Envelope Co............ 
The Gray Envelope Mfg. Co........ 
Heco Envelope Co 
= 
7 


INSERTING SERVICE — AUTOMATIC MACHINE 
Advertising of America, luc., 
4444 Cass Ave., Vetroit i, Mich. (TE 3-0500) 
Advertising Distributors uf inc., New 
25 machines 0 Madison Ave., Now York 17, N. (ALU 8-6500) 


Bon 
Circulation Associates . 
Creative Mailing Servi 
Duffy Electronic Mailers 
..4616 Red Bank Kd., Cininnau 27, Uhio 1-S200) 
Lemarge Mailing Service 7 Jefferson St., Chicago 7, Ill. 
Mailmasters, 460 Nordhof Place, J. (LO 7-4811) 
Mailings Incorporated 5 . (WA 9-5188) 
Shore Direct Mail, Lue. 911 First Avenue, Asbury Park, N. J. (GR 3-2063) 
Western EKwpire Direct Co. 

612 Howard Street, San Francisco 5, Calif. (GA 1-8500) 

LABEL AFFIXING WITH AUTOMATIC MACHINES 


Advertising Distributors of Amertca, lie. 
4444 Cass Ave., Detroit 1, Mich. (TE 3-0500) 
Y 


Mailings ..55 West 13th Street, New York 11, N. (WA 99-5188) 
ABELS AND LABEL AFFIXING MACHINES 
Eureka Specialty ratins Co. 530 Electric St., Scranton 9, Pa. 
LABEL PASTERS 
281 North St., Teterboro, N. J. (AT 8-1941) 
LABELING MACHINE 
Bonded Mailings, Inc.—Nationwide. .. 4th Ave., Brooklyn 32, N. Y. (SO 8-4819) 


Potdevin Machine Co. 


. N. Y. (MO 5-1818) 
0. ham, Mass. (TK 3-3511) 
Ever Ready Label Corp . J. CPL 9-5500) 
Penny Label Company St., (BA 7-7771) 

LETTER 
Hewig Co 45 W. N. Y. 2-2186) 
Orchids of Hawali, Inc Ni Yor rk 1. * » 5-6500) 
Robert Straub & Co. (Wa 2-1881) 
LETTERHEADS 
Arthur Thompson & Company..109 Market Place, Baltimore 2, Maryland (I'L 2-4806) 
MAIL ADVERTISING SERVICES (Lettershops) 

BELLMORE, NEW YORK 
Ambassador Mail Advertising Co...2050 Bellmore Ave., Bellmore, N. YY. (CA 1-3300) 
BROOKLYN 
Vako Reproduction & Mailing Service, 


CHICAGO 
Doolittle & Company, Inc 20 N. Dearborn Street (10) (SU T-1722) 
CLEVELAND 
Cleveland Letter Service. Ine 740 W. Superior Ave. 13 (SU 1-8300) 
Robert Silverman, Inc. . ..-.1270 Ontario Street (13) (CH 1-6575) 
DETROIT 
Advertising Distributors of America .4444 Cass Ave. (1) (TE 3-0500) 
Advertising Letter Service “9 ...2390 Jefferson East 
Mailing Corp. . on 201 Grand River Ave. 
L. Volk & 431 Howard St. (31) (WO 1- -9470) 
HOUSTON, 
remier W.inting and Letter Service.... 
LOS ANGEL 
Krupp s Ads. Mailing Serv . 2390 W. Pico Blvd. (6) (DU 56-5421) 
fhe Mailing House......1919 N. Madison Ave., Los Angeles 28, Calif. (NO 5-4271) 
MIAMI. FLORIDA 
Ace Latter Service Co. ace N.E. Ist Avenue (PL 17-4577) 
NEW ORLEANS. LA. 
Monahan Ine 535 Gravier Street (521-8248) 
NEW YORK CITY 
Advertisers Mailing Service, Inc., 45 West I8th St.. New York, N. Y. (AL 5-4500) 
Chase Direct Mall Service Corporation (OR 
Circulation Associates (JU &-3530) 
tham Process Corporation. 1 ” (WO 6-4500) 
Mailings Incorporated 13th St. ay (WA 9- 5198) 
Mailograph Company, Inc..... 39 Water Street, New York 4. N. Y¥. (BO 9 
Mary Ellen Clancy (Co. 250 Park Ave., New York 17, N. Y, (YU & 
The St. John eee 75 West 45th St.. New York 36, N. ¥. (JU 2 3344) 
PHILADELPH 
w Advertising Serv 
PITTSBURGH 


5 Ave. Z, Bklyn. 35, N. ¥. (TW 1-4400) 


2120 McKinney Ave. (CA 4-6176) 


1304 Arch St. (7) (LO 3-1840) 
Penn Avenue (AT 1-6144) 
15 South Avenue {BA 5-6349) 
67 Beale St. (SU 1-6564) 


The A 1427 Lucas Avenue (3) (MA 1-4727) 

WESTFIELD. NEW ‘JERSEY 

Union County Printing & Mailing Service... 233 North Avenue (AD 2-8393) 
MAILING LISTS — BROKERS 

Accredited Mailing Lists, Inc % (MU 3-1356) 

Archer-Rennett List Service, J 6-37 

eorge Rryant & Staff 

The Coolidge Co.. Ine.. 

Dependable Malling Lists. 


Direct Mail Markets Company, In 
515 Madison Arenue, N. Y. 22, N. Y. (PL 9- 5112) 
3 N. M 7453) 


Walter Karl. 
Lewis Kleid, 1 
Fl Kogos......... 
Cell Levine Screened Matling Li 
Fisk Building, 

Willa Maddern, Inc be 
Mosely Mail Order List Service, Inc... 38 St., 
Names in the News athe ....45 West 18th St.. New York 11, N. ¥. (CH 2-361 
Names Unlimited, Inec.. % 46-2454) 
People in Places, Inc.. 41 R T-3774) 
Planned Circulation. 4th St.. N. ¥. 36, 17-4158) 
Richard Buehrer Associates. 

be ¥ N. Y¥. (CT 6-2682) 


The Roskam Company 41, Si ggour (TA 2-1881) 

H. “Hank” 33' 51 St. 19. N. ¥. (JU 6-5315) 

Sanford Pvans & Co. 

William Stroh, Jr 570 Sith st 

James E. True Associates 9 Park Avene South, N. ¥., N. Y. (MU 9-0050) 
Lists — BY SUBJECT 

FOR LIST SOURCE, COMPARE NAME IN PARENTHESIS WITH LISTING 
BELOW OR COMPILERS & OWNERS 


Business os Ratings, Executive, Professional Lists. 

Direct Users 18,500 

Financial "Lists. 

Mail Order Lists 

Opportunity Seekers and Start in Business 
MAILING LISTS — COMPILERS & OWNERS 


(The Roskam Comp: 
-200,000 (William Stroh. ar.) 


Active Mail Order List Co.......... 241 Lafayette St.. N. Y. 12, N. Y. (WA 5-2450) 
Abbott National List Co. ....125 Cedar St., N. ¥., N. ¥. (WO 2-1775) 
Bookbuyers Lists, Inc. P 363 Broadway, N. Y. 13, N. Y. (WO 4-5871) 


Jackson Bivd., Chicage 6, 17-3862) 
Ave., N.Y., WW, (AL 
= Main 8t., Freeport, N. Y. (PK 83-4830) 


Directory of Asswiations, G 

wale, Book Bidg., Detroit 26, = (WO 1-2242) 
Walter Drey, Inc. - zt. Michigan Ave., Chi 1, JIL (Fi 6-7453) 
Walter Drey, Inc........ ‘ 7 4th Ave, N. ¥. 10, N. Y. (OR 4-7061) 
Dunhill Internation 


E—Z Addressing Serv. 
Fawcett Publications... 
Fritz 8. Hofheimer.... 
Industrial List Bureau 
Industrial Machinery News. 237 

Mailing List Compilation Bureau . Brooklyn 35, 

Manpower, Inc. ome OfPice—820, N. Piankinton, Milwaukee 3, Wisconsin 
140 Offices in Major chites ee Yellow Pages for Local Phone Numbers 


Market Compilation Bureau, 
Blvd, N. Hollywood, California (ST 7-5384) 
Occupant Mailing Lists of ‘Ameri 239 North ic St, 

Official Catholic Directory -12 Barclay St., N. Y. ( - 

i. © Heward St., Detroit 31, Michizan (WO 1-9470) 
Vrofessional Accountants Lists....126 Liberty Street, N. Y. 6, N. Y. (BA 17-9060) 
Kh. L. Kashmir. 5410 Conuenge Bivd., N. Hollywood, Calif. PO 6-9539) 
Ka) mond-Loew Associates, Inc..........! &. (WH 4-4487) 
Keporter of Direct Mail Adv . (PL 6-1837) 
Research Projects, I 404 16, N. ¥. (JU 2-0830 
Sistemas Vostales, Editicio Imperial Oficina 
24-95 Plaza Candelaria, Caracas, Venezuela 
Special Correspondents........ awe 230 East Ohio St., Chicago 11, Illinois 


Speed-Address Kraus Cor 
48-01 42nd Street, Long ~ City 4, N. Y. (ST 4 5922) 
Stephens Distributing Co. FP, O. Box 1434, Atlanta 1, Georgis 
William Stroh, Jr o« 568-57 * Weer New York, XN. J. (UN 4-4800) 
w -...29 . Freeport, N. Y. (FR 9-8312) 
Woodall Co. Street, Stamford. Conn, 4-4107) 
Ponton, Inc oneck St.. Englewood, N. J. (14 9-5200) 
Zeller and Letica, Inc................ iS East 26th St., N. Y. 38, N. Y. (MU 5-6278) 
MAIL ORDER CONSULTANT 
Arthur W. Bandman... 1 Main St., Roslyn, L. 1. N 
Direct Mail Markets Company, Inc.. 515 Madison Ave., N. ¥. 22, N. Y. 
Herbert L. Kellner & Associates...131 S. Wabash Ave., Chicago 3, 111. 
John A. Smith 3 Clearwater, Fla 
Lawrence G. Chait & Co., -. 875 Pi ve " N. ¥ 
William Bogolub & Staff Chicago 40, “Tilineis (RO 1- 6210) 
Lawrence G. Chait & Co., Ine.. ..375 Park Ave.. N (PL 1-7220) 
MANUF ACTURERS—ADDRESSING MACHINES ‘ACCESSOR! es 
Vollard-Alling Mfg. Co. 19th St., N. . (CH 3-0652) 
MULTIGRAPH SUPPLIES 
Chicago Ink Ribbon Co .19 S Wells sSt.. Chicago 6, Ill. (ST 2-7800) 
OCCUPANT MAILING LISTS—LOCAL & NATIONAL 
Advertising Distributors of America, Inc. 
4444 Cass Ave., Detroit 1, Michigan (TE 3-0500) 
Advertising Distributors of America, Inc 
New York ...400 Madison Ave., N. Y. 17. N. ¥. (MU 8-6500) 
Label List, 84 Peachtree St.. N. E., “Atlanta 3, Georgia (MU 8-6469) 
Occupant Mailing Lists of America 9 North 4th St Columbus, Obie 
Western Empire Direct Adv. Co..612 Howard St, an Franciseo 5, Calif. (GA 1-8500) 
Western Empire Direct Adv. Co..1417 Georgia St., Los Angeles 15, Calif. (RI 8-2251) 
PAPER MANUFACTURERS 
Allied Paper Mills 1608 Lake Street, Kalamazoo, Michigan 
American Writing Paper Corp . Holyoke, Massachusetts 
Appleton Coated Paper Ave ‘Appieton, Wise. (RF 4-9841) 
Bergstrom Paper Compan: Neenah, Wisconsin 
Fine Paper d Dic., Standard Corp... Bangor, Me. (2-5221) 
Ecusta Paper Divisi Olin Mathieson Chem. Corp.....Pisgah Forest, North Carolina 
Finch, Pruyn & Co.,° Inc Glens Falls, N. Y. 
Hammermill Paper Company. Erie, Pennsylvania (G1 6 
tloward Paper Mills. Inc... . .115 Columbia St.. 7 
International Paper Co . 17, N. ¥. 
Kimberly Clark Corporation. h, Wisconsin (PA 
Mead Corporation . Dayton, 
Nekoosa-Edwards Paper Co.. is. 
New York & Pennsylvania Co........ ! 
Peninsular Paper Co. 
Rex Paper Co.. ‘Kalamazoo, Mich. (FI 2-151) 
Mass, (110 47) 
.89 Broad St., Boston 1. Massarhusetts 
Middletown, Ohio 
TEMPORARY OFFICE HELP 
Mid-Manhattan Business Service 120 46th St., N. ¥. 22. N. Y. (PL 2-2250) 
PHOTO cNGRAVERS 
Horan Engraving Co., 44 W. 28th St.. N. Y¥. 1, N. Y. (MU 9-8585) 
PHOTO STAMPS & TIP-ONS 
t. T. N., Danville, IN. (HI 6-0826) 


POS) CARDS 
Colourpicture Publishers, In 390 Newbury St., Boston 15. Mass. 
CURTEICHCOLOR 3- D by Curt Teich 
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Ine 
33 W. Irving Park “jioad, Chicago (BU 1-0606) 
Dexter Press, Inc. Nyack, York (NY 17-3500) 
Grogan Photo his St. Th. (HI 6-0826) 
RINTERS — LETTERPRESS. LITHOGRAPHY 
Carey Press on.... 406 3ist St, N. N. Y. (CH 4-1000) 
Colortone Press Cc. (DU 7-6800 
Goes Lithographing Chiteage 21, Tilinols 
Neo Printing Company, inc. . . a Hackensack, N. J. (HU 9-5050) 
0 West Lake St.. Chicago 6, Illinois 
Offset Reproductions, 34 Hui 8t., Y. (WA 56-1196) 
Lawrence G. Chait & Co., Ine 75 Park Ave.. N. Y. 22, N. ¥. (PL 1-7220) 
Ralph T. Curtis 903 FE. ‘Powel “Evansville 13, Ind. (HA 2-3794) 
STENCIL CUTTING AND LIST MAINTENANCE 
Advertising Distributors of America, Inc. 
Ave., Detroit 1, —.. (TE 3-0500) 
Circulation Associates 5 Broadway, N. Y¥.. N. ¥. (JU 6-3530) 
ere FULFILLMENT SERVICE 
Circulation Associa .1745 Broadway, N. Y., N. Y. (JU 6-3530) 
Vlobe Fulfillment 24th St.. N. ¥. 11, N. ¥. (OR 5-4600) 
MAGAZINES 
The William Feather Clinton Rd., Clevels: 9, AT 1-4122) 
The Henry F. “Publications, House of Sunshine. TH. (296) 
TRADE ASSOCIATIONS 
Association of First Class Ma 211 Wyatt puting. A woe 5. D. 
Associated Third Class Mail Users, 1406 G N.W. D. C. (ME 8- 


Direct Mail Advertising Assn. 3 E. 57th 22 (MU 8-7388) 
MASA International 622 N.W., wash. i, D.C. (DI 7-8633) 


National Council of List 
55 West a New York 36, N. Y. (PE eg 


Parcel Post Association Woodward Building, Washington 5. 
vieweRs AND COLOR SLIDES 
Inc., photogra 


Stereo-Magniscope, 
Street. N. Y. (DE 5-0027) 
Taylor-Merchant Corp.. 48 W. 48th St.. N. Y¥. N. Y¥. (PL 7-7700) 


id Burnett, Inc. 
Creative Mailing Service. 
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MAGNACRAFT Model 60-D MAILING MACHINE 


LABELS | 


STANDARD or 
ELECTRONIC TYPE 


Many unique features! Dual feed hoppers with shuttle action 
handles pieces to 11,” thick. Rotary vacuum hopper takes 
work from a single sheet to 4” thickness. Labels magazines, 
newspapers, envelopes and post-cards up to 18,000 per hour. 


Exclusive Selling 


SINCE 1835 220 CHURCH STREET * NEW YORK 13, NEW YORK 
Branch Offices 


ted ” 600 W. Jackson 183 Essex St. 1830 West 8th St. 296 High Holborn 
sans. Blvd. Boston 11, Los Angeles 57, London, W.C. 1 
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Snapped this “Polaroid’’ of Jess and May 
(VanderPyl) Roberts standing beside picture they 
like on the wall of our front porch, Jess is en- 
joying his retirement from Retail Credit Co. but 
keeps active as part-time secretary of busy 
Atlanta Advertising Club. Their annual visits 
always cause for celebration. 


ATTENDED CONFERENCE at Tampa Chamber of 
Commerce where merchants listened to all-morning de- 
scription of Federal Trade Commission policies by John 
Heim and William Dixon of the FTC Department of 
Conciliation. Conference moved over to weekly luncheon 
of Tampa Advertising Club for more descriptions and 
answers to questions. Listening to the questions, I had 
a feeling that some of the questioners were trying to 
find out how far they could go and get away with it 
without running into trouble with the FTC. There was 
considerable talk about how FTC is cracking down on 
deceptive guarantees. I hadn't realized before how many 
guarantees are absolutely worthless, Those whose ap- 
peals include a “guarantee” should state (1) exactly 
what the guarantee covers: (2) how the guarantee will 
be fulfilled; (3) who is the guarantor (the retailer, 
manufacturer? }. 

Majority of time was spent discussing deceptive pric- 
ing. One fellow complained that he got in trouble for 
advertising piece of equipment for $149.99; stating it 
formerly sold for $249.99, But it was revealed that in- 
between it sold for $199.95. Merchant claimed he had 
made a special end lot purchase which allowed the new 
$149.99 price. and the same item had really once sold 
for $249.99. The FTC consultants ruled that he wouldn't 
have gotten into trouble if he had told the whole story. 

There were other cases involving deceptive pricing. All 
concerned sums like $259.95 or $44.99, I became tired 
of listening to digit nine and wrote on my note pad, 
“Who in hell started this phony pricing and why do we 
keep it up?” Can any of you oldtimers tell me the 
wHo? Was it in the mail order field? I remember 
back around 1933, | heard a talk at the Chicago Direct 
Mail Club and the speaker described subscription appeal 
tests where an odd amount like $2.99 brought more 
orders than $3, etc., etc. If this mania for odd digit 
pricing started in the mail order field, we ought to be 
ashamed of ourselves. 

Since the Tampa meeting, I’ve been watching local 
ads more closely; also inspecting portfolios of national 
advertising showing retailers future space campaigns and 
local tie-ins. A shoe manufacturer enclosed proofs of 
coming insertions showing prices at $19.95 and $14.95. 
A local developer offered a dream house for $7,999.99. 
There’s an automatic defrosting re‘rigerator at $349.95. 
You can get a stereophonic record player for $59.95. 
Who is kidding whom? Doesn’t this worship of digit 
nine indicate that we’ve become a nation of deceivers? 
What would happen if all sellers changed to being com- 
pletely honest? The $7,999.99 house would become 
$8,000. The $249.95 electric range simply $250. 

I suppose I'll be vocally lambasted by my retail and 
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The gist of conversation about this and that 


with visitors to the Editor of The Reporter 


mail order friends for such an unorthodox suggestion. 
But I believe this callous attitude toward deceptive 
pricing is a national disease. It spills over into direct 
mail. We’ve become so accustomed to deceptive pricing 
(making people believe $5.99 is much less than $6) 
that some designers go to great pains to make their 
offers deceptive. Those invitations simulating engraved 
social forms are actually deceptions . . . kidding the 
recipient into believing he is being invited to something 
wonderful, but he must buy a book or service or sub- 
scribe to a magazine. Some insurance companies prac- 
tice deception by using phony corner cards on their 
envelopes, like “Department of Procurement, Important 
Business.” A magazine practiced deception recently when 
it ran red, white and blue slanted lines just at top left 
of envelope, but mailed its appeal at 24¢ bulk rate. 
Tried to deceive recipient into believing it was airmailed. 

1 suppose these front porch discussions of deception 
are just . . . whistling in the dark. It’s impossible to 
convince everyone that it might be profitable eventually 
to be honest. But we can keep on needling. We won't 
reduce the price of The Reporter from $6 yearly to 
$5.99. 


SPEAKING OF LAMBASTING . . . you should see 
some of the letters received as a result of the item in 
February about the Civil War Centennial celebration. 
I expressed opinion that the idea seemed silly . . . re- 
viving hatreds of a century ago. Hold your fire . . . I 
meant no disrespect to the South! I was born south of 
the Mason-Dixon Line. Early years were spent just 
eleven miles north, in Chambersburg. Always thought 
the stone monument in “the square” was tasteless . . . 
keeping alive the memory that our town was burned 
down by the Rebels on their march to Gettysburg. I’ve 
lived or worked in the South on and off for many years. 
I’ve always loved the South. I’ve always believed that the 
worst thing that ever happened to the South was the 
assassination of Lincoln. If he had lived, there would 
not have been the horrors of the Reconstruction, or the 
nearly permanent scars caused by that period. I still 
think it’s silly to celebrate that worst time in our history 
and irritate scars beginning to heal. 

In spite of complaints, the “celebration” will probably 
keep going, along with “appropriate advertising” or 
commercial gadget tie-ins. We'll be reminded of the bit- 
terness of the 1860's constantly. Even the Post Office 
will help by releasing in April of each of five calendar 
years a commemorative stamp: Fort Sumter, 1961: 
Shiloh, 1962; Gettysburg. 1963: The Wilderness, 1964; 
Appomattox, 1965. 

We should find happier things to celebrate . 
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to unite us rather than to divide. Good humor instead 
of hatred. For instance, did you know that America’s 
huge post card traffic got its start in 1861 when Printer 
John Charlton of Philadelphia patented and started pro- 
moting his “open face mailing form”? At least, that’s 
what our Hollywood PR friend, Milt Forrest, tells us. 
And did you know that this year in some circles is 
being called “Pretzelennial”? The first commercial pretzel 
bakery in the U. S. A. was started in a Pennsylvania 
Dutch town in 1861. There is a happy thing to think 
about! (If you want a fascinating story of the origin 
of pretzels, write for January newsletter of Rossotti 
Lithograph Corp., 8511 Tonnells Ave. North Bergen. 
N. J.) Post cards and pretzels are of course not as im- 
porant subjects as the Civil War, but the latter should 
best be remembered quietly . . . and sadly. 

Perhaps these Scuttlebutt discussions should not. stir 
up arguments. Maybe I should be like the druggist in 
“Inherit the Wind.” Remember? The brash reporter from 
Baltimore was interrogating citizens the day before the 
Monkey Trial was to open. He approached the druggist 
leaning against his front door frame watching the local 
minister leading a prayer meeting in the town square: 
“What's your opinion of Darwin’s Origin of the Species?” 
The druggist drawled, “Don’t have an opinion. Its bad 
for business.” But another line in the same show con- 
tained better advice. “If you lose the capacity to laugh 

you have lost the power to think.” So . no use 
getting too het up over arguments like the Civil War 
Centennial. Enjoy the argument! 


ANOTHER FRONT PORCH ARGUMENT was trig- 
gered by a long report received from a friend who 
must deal with many suppliers to mail order operations. 
He detailed seven specific cases dating from early July 
1960 of sloppy handling of important correspondence. 
No fly-by-night organizations were involved. There were 
instances where a request for quotations went unanswered 
for a month. Followup requests were also ignored. 
When contact was finally made by phone, a weak alibi 
«as that sa'es manager had been on an extended trip (7). 
Why couldn't someone in the office send an answer, or 
apology? In another case, an original request’ went 
unanswered. A followup finally brought a reply from 
a big-shot executive saying he couldn’t find the original 
letter and would they please send a carbon. By this time 
it was too late to buy the item wanted, but just for 
the hell of it the irritated inquirer sent the carbon and 
wrote on it a single word, “Hurry.” That was in Jan- 
uary. To this day a reply has not arrived. Wish I coule 
give you all the details. You'd be shocked, as I was. 
This all happened while businessmen were crying. 
the blues while columnist Sylvia Porter was re-, 
porting that business failures were higher than at any 
time since the big depression . . . while the Wall Street 
Journal reported that collections were in worse shape 
than at any time during the big depression. What in 
the world is wrong with men whose business life de- 
pends on selling, collecting and maintaining friendly 
relations . . . when they callously ignore urgent requests 
for information that will lead to immediate sales? Maybe 
they have gotten too big for their breeches, and don’t 
know what the help is doing. In one of the cases re- 
ported, the fuss raised did some good. The bossman 
finally found out that many important letters were going 
unanswered. Caused a complete checkup and revision of 
correspondence handling. It might pay some of you 
Reporter readers to do likewise. 


WE’VE BEEN GETTING a rash of letters and phone 
calls about the March Scuttlebutt item on duplications 
in business and financial services appeals. Too close to 
presstime to discuss further now. Perhaps later. But 
one answer to a question: No . . . my test recipient does 
not have any dummy names planted on any list. He’s 
just a normal, average man with money to invest. We 
simply reported on the actual mail received, No entrap- 
ment. Information coming to us since indicates that 
pattern is the same all over the country. Irritating 
duplications are definitely hurting the image of all direct 
mail. I liked the intelligent comment of Newspaper Busi- 
ness Editor Charles Vaughan of The Indianapolis News. 
He wrote: “There is a fairly safe rule one can adopt 
toward mail. It’s uselessness increases in direct ratio 
to its errors.” 


A ONE-TIME VISITOR to the front porch is going 
to jail. . . on order of the Supreme Court, By a 5-to-4 
split it upheld the conviction and one-year jail sentence 
of Carl Braden of Louisville. Ky.. for Contempt of 
Congress. Carl’s crime was that he refused to answer 
questions of the House Un-American Activities Com- 
mittee pertaining to his feelings. thoughts, opinions, etc.. 
ete., about communism. If Carl is a Communist. I'm a 
monkey’s uncle. He simply believes in democracy, and 
has worked for the advancement of civil rights as the 
field secretary of the Southern Conference Educational 
Fund of New Orleans, La. He has been harassed and 
intimidated by the Un-American “guilt by association” 
House Committee, and also by the Florida witch-hunting 
legislative committee supposedly studying Communist 
infiltration. Carl believes the First Amendment allows 
him to have his own thoughts and opinions. He is going 
to jail to protect that right. 

Incidentally, the SCEF publishes a monthly called 
“Southern Patriot.” Someone stole a copy of the sub- 
scription list and read the Florida names into the record 
during one of the “Carl Braden hearings” in Tallahassee. 
The inference was that anyone who read the Southern 
Patriot has Communist leanings. It so happens that | 
read the newsletter along with a lot of well-known friends 
interested in better civi! rights . and I resent the 
McCarthyistic implications. 

As usuai, in 5-4 decisions, the dissenting opinions are 
studied most carefully by attorneys. They are often 
portents of things to come. The dissenting opinion of 
Justice Black on the Carl Braden case deserves study. 
In part, it reads: “If the present trend continues by 
intimidation, because some people are afraid that this 
country cannot survive unless Congress has the power 
to set aside the freedoms of the First Amendment at 
will. | can only reiterate my conviction that these people 
are tragically wrong. This country was not built by men 
who were afraid, and it cannot be preserved by such 
men.” 

Have a good rest. Carl. and 

Good luck, 


3 Bluff View Drive 
Clearwater. Florida 
Telephone: 584-3848 
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Throw away your old ideas about printing papers. 


The old idea that only a heavy paper is bright _ beautiful printing results in halftone or line, black 
and opaque enough for fine printing is now out- and white, and color. It can cut your postage in 
moded. Olin has developed a new concept in half, and reduce the bulk and weight of your print- 
papers, called Waylite. It’s a lightweight stock as | ed material. Ask your Olin fine paper merchant 
opaque as many papers twice its weight, with ex- about Waylite or write to us. Once you’ve seen it, 
treme whiteness and great strength. Waylite gives you'll discard your old ideas about printing paper. 
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ECUSTA PAPER OPERATIONS, PISGAH FOREST, NORTH CAROLINA 


Z 
i 
5 
to ch 
i 
i 
‘ 
va 
: 
ome 


MEAD WOVE ENVELOPES HAVE A "BROAD SHOULDER" STYLE THAT TAKES 

CORNER IMPRINTS MORE EVENLY ! 
Deep flaps...uniform qual- 
ity...bright-white color 
-»-impressive opacity, too. 
All these in MEAD WOVE EN- 
VELOPES, available in a wide 
range of styles and sizes 
through authorized Mead 
Merchants everywhere. 


YOU GET MORE FROM MEAD 
Mead Papers, Inc., a subsidiary of 
The Mead Corporation, Dayton 2, Ohio 
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